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OTHER IMPORTANT FEATURES 


@ Firing-line report on ‘super-stations’ @ Brand-new guide to estate planning 
in the Midwest page 141 


@ Diversity: New path to jobber growth @ Battleground: What to do about the 
Robinson-Patman Act? ...page 103 





A McGRAW-HILL PUBLICATION PRICE ONE DOLLAR 


How BRODIE BiRotors Free 
Loading Rack of Paper Work 





EVERYWHERE : Brodie is linked with Progress. Here’s another example from the EAST COAST 


Nine B-82D BiRotor Meters and 
Series 500 valves on Esso Loading Rack 
at Flemington, N.J., operate by remote control 


RALPH N. BRODIE COMPANY 
Versatile Brodie BiRotors, Control Valves San Leandro, California, U.S.A. 
; S " CABLE ADDRESS: “BRODICO" 

and accessories put paper work where it belongs. Dis- 
: : ree. " ‘ i" MT. VERNON, N.Y., 550 So. Columbus Ave. 
patcher in office prints initial reading on ticket, micro- DALLAS 7, TEXAS, 167 Parkhouse St. 

1 : : SEATTLE 9, WASH., 221-9th Ave, N. 
switch ns printer actuates 510 solenoid operated valve CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
— enabling driver to load. Product control is in the LOS ANGELES 22, CALIF., 5401 Sheila Street 


dispatcher’s office—not on the rack. 


Welded steel double case construction permits 
BiRotors to be line-supported, beneath the loading rack. 
For easiest installation, easiest operation—specify Brodie. 

Call your Brodie specialists today. 


003 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 
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Ethyl’s new regional approach to 
market expansion starts now! 


This month, an entirely new kind of Magic Circle 
advertising will make its appearance .. . 


1. A New Look. What you see here is just the begin- 
ning of a new advertising series designed to ‘expand 
your market. Big, realistic color photographs tell the 
Magic Circle story more convincingly than ever to 
tempt your customers to do more driving. 

2. A New Regional Approach. For the first time, 
Ethyl’s Magic Circle advertising is going to appear 
regionally in LIFE, LOOK and SATURDAY EVENING 
POST. Different ads will run at the same time in the 
four major geographic sections of the country. Each 


advertisement will highlight points of interest in the 
region in which it appears. 

Local Ads are also going to be seen in the Sunday 
supplements of newspapers in 27 major cities across 
the country. And Magic Circle public service feature 
stories are continuing to appear in 175 big city news- 
papers and in hundreds of smaller cities. Plus ads in 
OUTDOOR LIFE and SPORTS AFIELD to encourage 
two million sportsmen to do more driving. 


This is only the beginning—for Ethy] has planned 


a full season’s program—all aimed at increasing the 
market for your service station products. 


ETHYL CORPORATION, ‘New vork 17,N. Y. * TULSA * CHICAGO * LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO * ETHYL USA (EXPORT) NEW YORK 17,N.Y. 
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FREE CATALOG F-32- 


24 pages of specifications 
illustrations and application 
data. Complete information 
about 19 models of OPW 
Loading Assemblies for 
filling and emptying tank 
cars and tank trucks. 


: 








Foster, Safer, ‘Move Handlers and transporters of bulk liquids, alert 
° to reducing tank car and tank truck filling and 
Convenient Bulk emptying time without jeopardizing safety 
° . ° standards and contaminating product, are fast 
iquids oading ad converting to compact, convenient, economical 
Ul 4 full flow OPW Loading Assemblies. 

adding of y/ Investigate today how you, too, can realize sav- 
! f ings in time, effort and operational costs. Write 

Cun an Te a on your letterhead for Free Catalog F-32-R. 
Oe OPW CORPORATION 


4 2735 Colerain Ave., Cincinnati 25, Ohio, KI 1-5400 
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Exclusive Interview 
New man in marketing spotlight tells what’s on his mind 


General 
Spread of bootlegging prompts pricing modifications 
‘Broad view’ shapes midyear marketing meetings 
Depth survey produces new version of average jobber 
How Indiana’s ‘super-stations’ are doing now 
Marketers watch blending-pump experiments in West 
New shopping-center station aims for big repair business 


NPN Battleground 
Is the Robinson-Patman Act good for oil marketing? 


Fuel Oil 
Esso’s HEP Plan: new program to aid heating-oil men 


Lubrication 
Esso uses computer to develop ‘advanced’ motor oil 
Cities Service comes up with new-type grease truck 


Transportation 
New aluminum tank trailer billed as ‘breakthrough’ 


Special Report, Part Ill 
DIVERSITY: New pattern for jobber growth in the Sixties 


Merchandising 
Gas utility hits oil retailing with new kind of station .. 


Management 
Brand-new guide to jobber estate planning 


Automotive 
How compact and import cars are affecting gasoline demand 


Tires-Batteries-Accessories 


Three ways to boost TBA sales 


Equipment 
How hydraulic-powered pumping can cut maintenance costs 


DEPARTMENTS THE GREEN SECTIONS 
About Oil People . News, Trends, Tips 
Behind Our Headlines Ahead of the News 
Bottom of the Barrel .3 pa Trends to Watch 
Detroit Newsletter .......... - Your Personal Business 
Editorial 

Focus on Oil Marketing 
In Case You Missed It .. , Petroleum indicators 
Letters . x Supply and demand 
Meetings Market outlook 
Money-Making Ideas .. : Market barometer 


Regions . : Bern Tank-wagon prices 
What They’re Saying . Gasoline markets 


Your Guide to the Market 
This month’s marketplace 


Refinery and terminal prices 


Top of the Month... 


MEET A KEY MAN in jobber-sup- 
plier relations today: he’s John King, 
vice president of Cities Service (Del.) 
and new chairman of the important 
jobber advisory committee of the 
American Petroleum Institute. In this 
post, King has a ticklish job to do. 
He tells you how he sees it—and the 
industry’s problems in general—in the 
exclusive interview that starts on page 
30. 


BLENDING PUMPS are generating 
more and more interest nowadays, 
thanks to a rash of new installations 
in the West. For a look at what’s 
going on, turn to page 95. 


HEATING OIL MEN can’t afford not 
to know about Esso’s HEP plan. You'll 
read all about it on page 114. 


DIVERSITY is becoming an accepted 
route to jobber growth. If you haven’t 
explored its possibilities, you'll want 
to study the special series of reports 
that began in the March NPN (p93) 
and conclude in this issue (p128). 
It’s full of money-making ideas for 
jobbers and major men who work with 
jobbers. 


ESTATE PLANNING. There’s been 
a constant demand for information on 
this vital subject since NPN published 
a comprehensive report on it several 
years ago. Now, to cover new develop- 
ments in this area, NPN presents a 
completely updated version. Page 141. 


NEXT MONTH: A king-size report 
on heating-oil, loaded with ideas for 
next season. 
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Mobilgas 


—— Run 


The new compacts, low priced sixes, the 
eights and the big luxury cars—all racked 
up outstanding mileage figures in the 1960 
Mobilgas Economy Run using Mobil, the 
New Car Gasoline! 

The people who own these cars (and that 
includes just about everybody) want some of 
the same. And they’re looking to their Mobil 
Dealer to get it. He’s the man who really wins 


Now... more people are looking to Mobil 


the Mobilgas Economy Run. He’s the man 
who cashes in on many millions of dollars’ 
worth of Mobilgas Economy Run advertis- 
ing, promotion and publicity. 

The Mobilgas Economy Run is just one of 
many Mobil-sponsored public interest events 
that keep Mobil Dealers’ cash registers ring- 
ing up bigger profits each year. Have you 
ever thought of being a Mobil Dealer? 


pm PCa 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Co., Inc., 150 East 42nd Street, New York 17, N.Y. 
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Behind Our Headlines 





Distaff Changes 


f ym MONTH there’s a staff change on NPN involv- 
ing two ladies who have become well known in the 
industry as oil reporters. 

Doris E. Wells, market-research editor, leaves to be- 

come a full-time housewife. Last 
November, Doris was married to 
James V. Miner, a Princeton gradu- 
ate and New York public-relations 
man. 

Merrill O’Brien has joined NPN, 
taking Doris’s place. Merrill comes 
to us from a sister publication, 
Platt’s Oilgram Price Service. 

Many of you may recall Merrill’s 
byline a few years back, because she 
used to work for both NPN and the 

Doris Wells Miner = Qilgram Services. A veteran oil re- 
porter, Merrill began her career in 1943 upon gradu- 
ation from the University of Tulsa, working in the 
Tulsa bureau of the Platt petroleum publications, which 
were later acquired by. McGraw-Hill. Merrill has also 
served in the Houston and Chicago 

bureaus. 

Her last byline article in NPN 
was in 1953: a report on selection of 
service-station sites. 

Doris has been a most valuable 
staffer. She joined NPN in 1953 
shortly after graduation from Smith 
College. A versatile young lady, 

Doris has made a specialty of mar- 

keting information, developing much 

of the statistical and reference ma- 

terial featured in the FACTBOOK and ee 
the regular NPN. This year’s FACTBOOK is the fourth 
in a row Doris has handled. 

Doris’s departure is a loss to petroleum journalism 
because she has built up a wonderful background of 
industry knowledge and understanding. I’m certainly 
sorry to see her go. 

Merrill brings to NPN a wealth of know-how, which 
will be a fine asset. Like Doris, she too has many 
friends and acquaintances in oil marketing. So, NPN 
is fortunate to get Merrill. 

Good luck, Doris. Welcome, Merrill. 


On the Road 


M OST OF OUR STAFFERS spend a lot of time on the 
road, digging up first-hand information. 

During spring Oil Marketing Week, they'll turn out 
in force for the two big meetings—the National Oil 
Jobbers Council convention in Washington, D. C., May 
15-18, and the API Marketing Division sessions in 
Cleveland, May 20-22. 


thasaniiili Editor 
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In the tense moments 
before blast-off, when the 
“bird” is being fueled, 

a Neptune Meter is at work. 


As liquid fills the missile’s tanks, the meter 
smoothly ticks off every pound. If required, it 
can shut off the flow at the exact preselected 
quantity; it can even turn off the pump 

and light a “ready” lamp. 


For fueling-up and other purposes, four 
missiles .. . Atlas, Snark, Titan, and 
Vanguard . . . count on Neptune meters for 
ground support. Simplicity, accuracy, and 
proved reliability are the reasons. 


The basic meter is exactly the same as 

those you use on your trucks and bulk plants. 
These same meters are widely used for 
metering jet fuels. Because Neptune 

engineers have been working on ideas for 

your future, we were able to help solve 

special metering problems, such as temperature 
compensation, required for missiles. 


Past, present, and future, Neptune 
is the meter . . . and the meter company . . . 
you can rely on. 


NEPTUNE METER COMPANY 

LIQUID METER DIVISION 

19 West 50th St., New York 20, N. Y. 
Branches and Jobbers in All Principal Cities 
In Canada: Neptune Meters Ltd., Toronto, Ontario 





COMPCO 


SEE the improvement... 
in effective lighting 
FEEL the difference... 
in increased sales 

When you upgrade and 
modernize your service 
station with Compco 
Cantilever lights with 
full light control reflector 


' 
SOO DIP ENR Wy se Rita eS 
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BEFORE 


FOR USE WITH ALL POPULAR OUTDOOR 
LAMPS; H.O., V.H.O., P.G., OR $.H.O. 


© versatile...gives more light over a 
wider area. Island, perimeter and approach 
lighting in one efficient unit. 


® attractive... beautiful streamlined design 
adds the “modern touch” that brings 
customers to your pumps. 


® economical...Surprisingly low original 
equipment cost. Built-in efficiency assures 
minimum operating and maintenance costs. 


COM P 
& 


COR POR 
1800 N. Spaulding Ave. Chicago 47, Ill. 


T. ton 
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What readers have to say about NPN’s 
special report on pricing ... about watering 
of gasoline ... worn-out industry displays 


To THE EDITOR: 


I like your article on private-brand 
spreads (April p162). 

Your studies bear out that it is the 
exception for the independent of today 
to depend entirely on price. Most are 
merchandising and promoting their 
products at an all-time high in trying 
to establish a consumer acceptance of 
product instead of price. 

The amount of the market the pri- 
vate-brander has is distorted many 
times by including many companies in 
this list that most private-branders 
consider majors selling at a lesser 
price than most majors. Also, the pri- 
vate-brander that sells at the same 
price as the major has no bearing on 
the price structure and should bear 
special consideration in statistics. 

Many majors are using so many 
promotions themselves that price vari- 
ations between independents and even 
themselves must give at some point. 

Taking the normal 2¢ spread can 
mean very little if the major gives 
stamps, double stamps, or free some- 
thing every week. In this case, many 
independents who do not give stamps 
must have an additional 1¢. And one 
thing to remember is that it is the ex- 
ception for a private-brander to dis- 
count to the customer, whereas many 
major dealers practice this to the point 
where many independents can tell by 
their own gallonage very quickly just 
how many major dealers are “giving 
2¢ off.” 

CARLYLE BAKER 
Certified Oil Corp. 
Columbus, Ohio 


>The principal point, that there is no 
fixed differential between major and 
independent prices, is excellent and 
most timely as some of our major 
friends have been making some rather 
wild statements about “closing the 
gap to 1¢.” 
Conditions must be vastly different 
in the cities used in the study from 
our marketing area. Table 1 says in- 
dependent prices vary from -+-2.1¢ 
per gal. to —5.0¢ from the maijor- 
brand prices, with variations in odd 
amounts such as 2.3¢ per gal. In our 
marketing area, the majors have 
adopted a pricing policy common to 
the independents of having the price 


end in .9¢. Where the suggested major 
price, for example, is 28.4¢, the dealer 
absorbs %2¢ of his margin and posts 
27.9¢. Consequently, any variations 
from this would be in full cents rather 
than in fractions. 

Table 5 shows a variation in prices 
for independents paying the same price 
for their gasoline, but it fails to state 
whether or not trading stamps are 
taken into consideration and whether 
“back alley” and “crum-bum” stations 
are recognized in the lowest price 
bracket. 

In this area, the independents for 
years have recognized a 1¢ differential 
amongst themselves, whereby inde- 
pendent stations not giving stamps or 
premiums are granted a 1¢ concession 
under independent stations giving 
them. In every area there are certain 
ratty stations that no respectable mo- 
torist would drive into that post sub- 
normal prices. These stations are rec- 
ognized for what they are and are not 
considered a factor in the market. 

In discussing Table 6, you say, 
“This means that instead of selling 
4.5¢ below the majors and getting the 
same margin, these independents have 
chosen to sell at only 1.5¢ under and 
take a 3¢ higher margin.” The choice 
is one of necessity and not a free 
choice. 

None of the majors in this area 
would permit a legitimate, recognized 
independent to sell at 4.5¢ below their 
mode prices. Independents have finally 
learned to keep a respectful 2¢ gap 
between themselves and the majors, 
and when it’s maintained, peace reigns. 

Unfortunately, a few prominent 
major stations have not seen fit to 
maintain the major mode price. The 
present price war started when one 
major station maintained a 1¢ differ- 
ential under the going major price, 
giving as his reason that he did not 
give trading stamps while other major 
stations did. This one station has now 
wrecked the market completely and 
major prices of 19.9¢, tax paid, are 
common. The particular station got 
down as low as 17.9¢, a new modern 
low for these parts. 


K. C. BAKER 
President 

J. D. Streett & Co. 
St. Louis, Mo. 
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EVER-TITE 


your best buy 


for high 
pressure 
deliveries 


Dash-pot feature assures 
better control under extreme 
pressures —less shock 
after delivery 

° 
Seals of dual poppets are 
gasoline and oil resistant 

® 
Vacuum breaker feature 


available 
* 


Aluminum body, bronze parts 
a 
Rigid or flexible tubes 


* 
All parts are completely 
interchangeable with parts 
of other ‘210 nozzles 

on the market 


8 
Order now from your Ever-Tite 
distributor, or write for details 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N.Y. 





‘THE VERSATILE 


S E R 


500 


CONTROL VALVES 


for many uses 


¢ Remote Control 
Pressure Regulation 
Differential Pressure 
Rate of Flow 
Pressure Relief 
Multiple Pilot Operation 
Non-Surge Check Valve 


Available in sizes 2 in. to 12 in., 
up to 600 psi, and 150° F. 


SEND FOR FULL DETAILS, TODAY 





Operates on balanced pressure principle 


Connections for external pilot 
or pilots 


Needle Valve 











RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: “BRODICO” 





Letters 


Major Price Uniformity 


>I very much enjoyed reading your 
April article (p159) “Are the Majors’ 
Prices Uniform—and If Not, Why 
Not?” 

By way of comment, I would only 
indicate that markets are constantly 
in a state of change. While at times 
their degree of change is minor, it 
is truly a constantly shifting situation. 
Naturally, this activity becomes more 
pronounced at the time of tank wagon 
and/or major shifts in retail pricing. 

I would suggest that if you are in- 
clined to continue this constructive 
activity, these same markets be looked 
at over a period of time. It is one 
thing to take a “snapshot” of a market 
at a particular point in history, and 
quite another to take a “movie” of the 
market over a period of time. 

BAXTER F. BALL 
General Sales Manager 
Mobil Oil Co. 


Price Awareness 

>The figures and ratios in “Is The 
Motorist Really Aware of the Price 
of Gasoline?” (NPN—April p157) 
are undoubtedly representative of the 
average major oil company buyer, but 
I question their applicability to inde- 
pendent operations nationally. 

The responses may be true in the 
Mid-Continent and the East, but I 
feel they are not wholly applicable 
in California where virtually all in- 
dependent dealers operate large multi- 
pump stations and display expensive 
neon price signs. A price advantage 
displayed on the street will definitely 
attract business. 

We customarily have a three day 
grand opening, featuring a very low 
retail price. During these three days 
the particular station does a huge busi- 
ness. I can only conclude that the in- 
dependent buyer has a greater aware- 
ness of price fluctuations than the 
study indicates. 

HUGH LACY 
Vice President 

Urich Oil Co. 
Whittier, Calif. 


The article certainly proves many 
people cannot recall the price of gaso- 
line between purchases. However, it 
does not cover the motorist about to 
purchase gasoline as he drives through 
a sea of curb signs. Nor does it recog- 
nize the growing public consciousness 
of prices in areas with a great deal of 
price disturbance over a long period 
of time. 
G. C. Briccs 
General Sales Manager 
Standard Oil Co. of Calif. 
Western Operations, Inc. 


Watered-Down Gasoline 


Our technical people tell me that 
there are technical reasons why an 
unscrupulous dealer could not cheat 
the public by watering down his gaso- 
line products as your story mentioned 
(“Watch These Dodges Sometimes 
Used in the Industry,” NPN—March 
p81). 

It should be recognized that this is 
extremely unlikely, as water does not 
dissolve in gasoline. On the contrary, 
separate layers of water and gasoline 
will form, the water invariably on the 
bottom. 


With agitation some water can be 
suspended temporarily in the gasoline, 
but it soon settles out. If a dealer 
should intentionally or inadvertently 
get some water in the gasoline pumped 
into the tank of a car, this would be 
discovered almost immediately by the 
driver when his car stops as soon as 
the water reaches the carburetor. It 
is unlikely that any dealer would risk 
contamination by water in view of its 
prompt detection. 

Jack F, Gow 

Public Relations Manager 
Eastern Division 
Tidewater Oil Co. 


More on Titusville 


Recently some attention has been 
given in this column to a proposal to 
set up some kind of petroleum-in- 
dustry display at Titusville, Pa. (NPN 
—Oct. °59, pl05, with comments 
from readers Dec. ’59, p11.) 

Before the industry takes on a new 
display anywhere, it should, I believe, 
have all present displays in top-notch 
shape. Unfortunately, the display at 
the Museum of Science and Industry 
is rather worn out and suffers from 
comparison with other exhibits. 

Recently, I escorted a gentlemen 
from England through the museum. 
He commented that it was strange 
that an industry that should have such 
good service stations (in comparison 
with those of England) should have 
seemingly forgotten about this phase 
of its educational and promotional ac- 
tivities. 

I do not know the channels through 
which the display af the Museum of 
Science and Industry in Chicago is 
supported and maintained, but what- 
ever they be, I urge that steps be 
taken to improve it. The oil industry 
deserves better. 

Davip O. JONES 
Treasurer 

Dupre Oil Co. 
Glencoe, Ill. 
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GOOD/YEAR. 


You’ll find Goodyear hose all along the line—doing its job in every oil- 
marketing operation from the well to the tanker and right to the consumer 
on land or sea. 

The reason is simple: there’s just no substitute for hose designed to with- 
stand the treatment it gets in these toughest of hose jobs. 


Goodyear hose has been proving its fitness for these jobs over 30 years 
now. Users know from experience that Goodyear hose is designed and 
compounded to take more punishment — fight off oil attack longer. Result: 
longer life in the most grueling service. 


Can you afford, then, to gamble with the “second-best” hose in your opera- 
tion? If you can’t—contact your Goodyear Distributor—or write Goodyear, 
Industrial Products Division, Akron 16, Ohio. 


Lots of good things come from 


GOOD, YEA 


THE GREATEST NAME IN RUBBER 
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STYLE WWH TANK 
TRUCK AND CAR 
FILLER HOSE 





HOLMES ATLANTIC SERVICE, 
located in Pittsburgh, Pa. 


CHARLES D. HOLMES, OWNER 
of Holmes Atlantic Service. 


POOR Gm 
bathed sm » 
"SG0en 


THIS NATIONAL SYSTEM returned its orig- 
inal investment in less than one year. 


“Our Calional Incentive Plan System 
saves us 3,200 a year... 


pays for itself every 11 months!’’—Hoimes Atiantic Service, 


‘As far as I’m concerned, National’s 
Incentive Plan is the answer to mod- 
ern service station needs,” writes 
Charles D. Holmes, owner of Holmes 
Atlantic Service. 

“The National Incentive Plan— 
with Cash-Charge Control—does 
many things for us. Oil, TBA, and 
Labor Sales have increased. Book- 
keeping is cut to a minimum, and a 
printed, daily balance sheet is auto- 
matically produced. My men are 
making more money, and are more 
willing to work. Inventory and cash 
shortages are curtailed. In addition, 


our charge sales and received-on- 
account transactions are swiftly and 
safely handled. 

“Everyone at the station is well 
pleased with the National System. 
And, as a final recommendation, our 
National Cash-Charge Control Sys- 
tem saves us $3200 a year... pays 
for itself every 11 months!” 


Oa bD. Nobun 


Owner of Holmes Atlantic Service 


THE WATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 76 YEARS OF HELPING BUSINESS SAVE MONEY 


12 


Pittsburgh, Pennsylvania 


Your service station, too, can benefit 
from the many time- and money-saving 
features of a National System. Na- 
tionals pay for themselves quickly 
through savings, then continue to re- 
turn you a regular yearly profit. Ask 
us about the National Maintenance 
Plan. (See the yellow pages 

of your phone book.) Shy” 
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Money-Making Ideas 


How to bring them 
in with upside down 
cars, marbles, ‘phones 


ITS BEEN DONE before but it 


seems to work: A dealer in Philadel- 
phia acquired an old car, then placed 
it outside the station—upside down. 


The sign said, “Will your battery turn 


your car over this winter?” CAN CLOSING MACHINES 
$ 


AN ENTERPRISING Cities Service 
dealer sends a man out to tour the 
big parking lots on Saturdays. The 
attendant spots low tires and attaches 
this note to the windshield: “Your. 

tire needs air. Come into——’s Sta- 
tion and we'll take care of it. And 
while you’re there, why not fill up on 
Cities Service gasoline?” 


$ 


HERE’S AN ESSO “Idea of the 
Month” aimed at small fry: The com- 
pany supplied dealers with barrels of 
colorful marbles. On a certain day 
any child accompanied by an adult 
could visit the station and scoop out 
a handful of marbles. The promotion 
gets parents into the TBA display 
area. A good follow-up would be 
dealer sponsorship of a local marble 
tournament. 


Ss Angelus seamers are designed to meet the 
round can closing requgrements for all types of 


ANOTHER ESSO DEALER puts to- petroleum products, IMmid or solid, from 30 


gether a “protection package” for 
steady customers going on trips. The 
kit holds a fan belt, spark plug set, 
and other articles. The customer pays 
for the kit, but can cash in any 
unused parts when he returns from 
the trip. The dealer usually gets the 
customer to accept credit toward a 
future job rather than a cash refund. 


$ 


A DENVER CONOCO dealer is 
zeroing in on the compact-car and 
foreign-car market. He advertises spe- 
cial tuneups for the little cars, charges i uirer® 
only $1 for a wash. An imprinted = 
telephone-book cover has proven a 
good premium follow-through. Sales 


Rarer MMEELUS 


SIMPLE BUT EFFECTIVE: Install : 
a telephone extension on pump is- Sanitary Can Machine Company 
lands. ‘The attendant can answer the 
phone quickly and can offer it as a 
service to steady customers. 


up to 500 cans per n 
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FACTS FOR JOBBERS FROM PURE OIL: 


PURE believes 
in jobbers 








With their intimate knowledge of local problems, jobbers are PURE’s 
best means of distributing products in much of its marketing area 
...and we intend to keep it that way. Since 1950, our jobber network 
has increased 20%. Now, more than 40% of PURE’s bulk plants are 
jobber plants—another 40% are distributor-operated plants. 


Here are more good reasons why you 
should investigate the PURE franchise: 


Day-to-day operations— We'll help iron out kinks 
in product handling, warehousing, delivery . . . build- 
ing and equipment maintenance . . . paper work, too. 


Future planning—PURE’s experts in financing, 
marketing, and business management give you prac- 
tical help with your future plans. 


Money help—PURE can arrange low-cost loans for 
new facilities, remodeling and new equipment for 
jobbers who qualify. 


New business—Field-tested sales programs help 
you develop profitable farm, fuel oil, car dealer, in- 
dustrial, and commercial accounts. 


Truck stops— PURE has the country’s largest truck 
stop network; our experience and know-how is yours 
for the asking as a PURE jobber. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 


it pays to BE SURE WITH PURE 
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“A few answers to questions about 


HIGH GASOLINE TAXES 


all oilmen should know!” 


Q. What is the average federal and state 
tax on ten gallons of gasoline? 


A. About one dollar! 


Q. At what rate, then, is gasoline taxed? 


A. At about 50% of the price, or nearly five 
times the tax rate on such luxuries as furs 
and diamonds. 


Q. How much have gasoline taxes in- 
creased in the last ten years? 


A. About 51%. 


Q. What about gasoline prices in this 
same period? 

A. They have increased only 5%, as com- 
pared with 22% for prices in general. 


Gasoline’s a buy...only the tax is high! 


COMMITTEE ON PUBLIC AFFAIRS 
of the American Petroleum Institute 
1271 Avenue of the Americas, New York 20, New York. 





May, 1960 « NATIONAL PETROLEUM NEWS 





Why do so many good 
service stations fail? 


Take a good location, a good operator, and sound com- 
pany supervision ...and, all too often, it becomes a 
Statistic instead of a going business within a year or two. 
Cutting the failure rate of lessee-operated stations from 
the one-out-of-four reported by the National Petroleum 
Institute by just 50% would be a great step forward on 
all fronts of the oil marketing scene. 


Because of our work with service stations throughout 
the United States and Canada, we’ve accumulated some 
interesting data on this problem... data which you 
might find helpful. 


Where does the trouble start? 


Obviously, there is no easy solution to the problem of 
service station failures...or it would have resolved itself 
long ago. And many of the failures probably can’t be 
avoided. One business magazine editor, considering this 
problem, said there were three common causes of failure! 
(1) Over-extension of credit, (2) Just plain lousy book- 
keeping, and (3) dependence on gasoline as the sole 
source of profit. You might also add under-financing 
to the list. 


Too often, though, failure hits men who do not fall 
into these categories...men with the necessary business 
sense and the desire to succeed. These are the men who 
can be helped by a change in direction. 


The drift in profit focus 


Historically, the mark of the successful service station 
operator has been a healthy proportion of TBA and lube 
sales. This is not so true today. 


Accessory loaded cars riding on longer-life tires have 
seriously dented the TBA market. It has been hit from 
another direction by the low-margin, high-volume gen- 
eral merchandise firms. 





Rising labor costs consume more and more of the 
lubrication profit. In both areas, the Service Station 
operator is losing his profit “generator.” SERVICE 
STATION TUNE-UP FILLS THIS GAP. 


Most modern cars will run 100,000 miles with routine 
care. But they won't run well without a periodic tune- 
up. (We figure tune-up is needed at 10,000 mile intervals. 
Car manufacturers are leaning toward a 6,000 mile 
recommendation. ) 


The important thing is this: there is no place to have 
needed tune-up performed. 


Garages aren’t prepared for the volume of tune-up 
work needed. They are hard-pressed for mechanics, 
space is at a premium, and they don’t have the frequent 
contact with the driver that’s needed to sell tune-up as 
a regular maintenance service. 


Because of strength in these same areas, it’s obvious 
that service stations should become tune-up centers. 
Thousands of Allen-equipped stations prove the point. 
A co-ordinated program of equipment selection, tune- 
up training, and merchandising leads to important tune- 
up profits. It invariably builds gasoline, lube, and TBA 
volume, too. 


These are our reasons for suggesting tune-up in your 
service stations. They are reasons backed by equipment, 
training, and promotional aids designed especially for 
service station use. The results are a matter of record. 


If you would like to see just how tune-up can be 
profitably applied to your operations, we will appreciate 
a chance to visit with you...either at your office or here 
in Kalamazoo. There’s no obligation, of course, and 
there is considerable promise of mutual profit. 


Cordially, 


COrendl. 





b General Sales Manager 





(ALLEN) 


ALLEN ELECTRIC and EQUIPMENT COMPANY 


210% NORTH PITCHER STREET 


16 


KALAMAZOO, MICHIGAN 
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BENNETT 
ADVANCED DESIGN FOR MODERN STATION PLANNING 
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for the service station of the future. 
“Trim Twin” pumps are exactly the 
same width as single pumps; enable 
marketers to double island 
capacity without sacrificing space. 


New low Two Thousand pumps — 
elegantly modern, yet classically simple 
—complement every contemporary 
design trend and lead the way 
to further forward thinking 
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NEW BENNETT LOW PROFILE LIGHTLESS PUMP 


Bennett’s new unlighted pump features the @ Anodized aluminum top, side and 
sleek modern design and quality construction 


upper door panels 
that have made Bennett the oil marketer’s ee 
Standard for Comparison. meeadiias ame” 
© All-metal “fuel-proof” meter @ 2100 Series lightless pumps available in 
@ Hi-hose outlet gives perfect all models (cable retraction only) 
hose drape with greater length 


JOHN WOOD COMPANY BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver * Detroit * Kansas City * Los Angeles * New Orleans * New York * Philadelphia 
Pittsburgh * Rochester « Salt Lake * Seattle * St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED °« Toronto * Montreal « Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable “WOODINTER” 


LITHO INUSA 


The Southwest 


Self-serves spread... 
Newcomers ignore costs 
... Skid-tanks thrive 


THE DALLAS-FT. WORTH. area, 
spawning ground of skid-tank gasoline 
stations, is now the scene of another 
marketing innovation that has long- 
time marketers 
shaking their 
heads in bewilder- 
ment. 

In and between 
the two cities, 
which lie about 
40 miles apart, a 
number of dinky 
“self-service” out- 
lets have sprung 
up. The original 
“skid-tank” out- 
let, a storage tank 
mounted on skids (NPN—June ’59, p. 
87; July ’59, p. 95), takes on the ap- 
pearance of a fairly nice looking sta- 
tion compared with the present self- 
serves. 

A typical self-serve includes a tank, 
a small hut for an office, and dirt or 
gravel driveways. Investment rarely 
exceeds $5,000 to $6,000. One person 
is around to take the customer’s money 
and make change. Posted prices range 
downward from the lowest of the 
private-brand postings. 

When some of these outlets first 
started popping up — about the time 
the skid-tanks came out — they were 
ignored. But they’re getting numerous 
enough in the Dallas-Ft. Worth area 
now to cause concern. On one four- 
mile stretch in Tarrant County, for in- 
stance, there are 14. 

These stations are a factor, though 
by no means the only one, in the 
turbulent price history of Dallas-Ft. 
Worth. 


By Marvin Reid 


At the opposite extreme, rank new- 
comers are putting up ultramodern 
retail facilities with little or no con- 
cern for cost. 

One has built a unique hyperbolic 
paraboloid station (NPN — March 
p28). Another now plans to complete 
in June what equipment people say 
will be one of the largest, most modern 
truck-type stations ever built in the 
Southwest (NPN—April p110). These 
newcomers are from the real-estate 
and automotive-dealership fields. Nei- 
ther has been in the oil marketing 
business before. 

Needless to say, Dallas-Ft. Worth 
marketers are hopeful these two aren’t 
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#3 SCORE 


Oil Marketer ‘Challenges’ Food Retailers 


THE BILLBOARD above isn’t in 
front of a supermarket, but on a 
service-station lot, below. It’s one of 
many plugging the “sidelines” of six 
Refiner’s Pride stations in Chicago. 
Under the guidance of Montana 
Charlie Reid, the stations offer such 
diverse products as milk, eggs, ba- 


con, butter, nylons, clocks, razors, 
toys, cigarettes and golfballs. 

When food sales were introduced 
at the stations, Montana Charlie had 
a brief brush with teamster locals. 
Everything was straightened out by 
adding a salesgirl to handle afternoon 
food sales. 





starting a trend in their already over- 
crowded area. 


>The original skid-tanks are still in- 
creasing in number, although equip- 
ment people say they aren’t getting as 
many orders now as they were six 
months to a year ago. It’s reported 
that one marketer now has over 200 
in operation. 


>The lack of good service-station 
dealers and attendants is still one of 
the most pressing problems in the 
Southwest. 

With no immediate solution in sight, 
one marketer predicts Latin Amer- 
icans and Negroes “will be operating 
all stations in Texas within the next 
20 years.” He contends men of these 
races, sometimes more hardpressed 
economically than others, are much 
more aware of “the pride of owner- 
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ship,” and they are attracted by in- 
come possibilities that are higher than 
present industry pay scales for them. 


> LPG is proving to be a growing side- 
line for some Southwest service sta- 
tions. One near Belton, Tex., now 
sells 8,000 to 10,000 gal. of propane 
a month, principally to mobile-trailer 
owners. 

The owner of the station reports his 
propane business gives him some sta- 
bility during gasoline price-war times. 


Chance Vought Aircraft researchers 
in Dallas are trying to find a way to 
debug aircraft windshields in flight. 
They are seeking a spray that would 
remove bugs without leaving an oily 
film. 

If such a solvent is found, many 
motorists and service station attendants 
would be grateful. 


19 








“LONG-LIFE” ...a strong, durable hose, yet exceptionally 
flexible and light in weight. Wire-reinforced carcass will not 
kink, buckle or collapse, even on severe bends, assuring a full 
flow on or off the reel. “Synplastic’”® oilproof tube. Wear-and- 
weather-resistant cover. 

Sizes: 2" and 22" 1.D. Maximum lengths of 60 feet for safe- 
distance fueling. 


Contact Our Nearest Branch for Details and Prices 
“If it’s GOODALL, it MUST be Good!” 


CA 
Ke HOSE + BELTING - FOOTWEAR + CLOTHING 
ac * AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODALL Ridber Company 


Standard of Quality—Since 1870 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
TORONTO. 


IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., 





The Southeast 


Virginia's tax-battle 
signs remain... Alabama 


continues price probe 


VIRGINIA service-station operators 
are still showing a surprising interest 
in a tax-fighting program under which 
they post gasoline prices exclusive of 
state and federal 
tax (NPN—April 
pl9). 

In April, sev- 
eral weeks after 
a 1¢ gal. tax boost 
was passed by 
the state legisla- 
ture, an_ esti- 
mated 50% of 
stations were still 
posing extax 
prices. 

Some details 
of the extax posting campaign were 
changing, though. 

Esso received enough angry letters 
protesting the extax postings to justify 
a new and larger explanatory sticker. 
The sticker, replacing a smaller one 
issued earlier to dealers, is two-thirds 
the size of the whole-cent price numer- 
als. The new sticker reads “plus 10¢ 
tax.” The plus is written over the tax. 
The “10¢” appears in 10-in. figures. 

Other majors got such protests, too. 
An Esso spokesman told NPN most 
of the complaints came from tourists 
who weren't interested in the local tax 
situation, but were angry about the 
apparently misleading price postings. 

Esso is also updating the cards 
handed out to motorists. While the 
tax bill was being fought, the Vir- 
ginia Petroleum Institute gave out 
cards explaining the high tax rate 
and the threat posed by the new bill. 
Now that the bill has passed, Esso is 
issuing the cards, telling motorists to 
write their representatives if they think 
the tax rate on gasoline is unfair or 
burdensome. 

There’s talk around Richmond of 
fighting the recently passed 1¢ tax 
increase by questioning its constitu- 
tionality. 

The portion of the bill now being 
questioned is the amendment exempt- 
ing city buses from the 1¢ gal. in- 
crease. The city buses will continue 
paying the old 6¢ rate, while the auto 
rate will go up to 7¢ gal. 

Some oilmen think this bus exemp- 
tion can be shown to be “class legis- 
lation” and therefore unconstitutional. 

Court action in time to beat the 
bill’s July 1 effective date is out of the 


By B. E. Barnes 
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question., But Virginia oilmen may 
take it to the courts anyway, believing 
that a thumbs-down from the courts 
on the bus amendment would cause 
the whole tax bill to be junked. 

In coming weeks, the oil-marketing 
organizations in Virginia will be de- 
liberating on whether the industry 
will benefit if the new tax law is 
taken to the state courts. 


>The oil and gas committee of the 
Alabama Senate continues its probe 
into gasoline pricing. Senator E. O. 
Eddins, oil jobber and head of the 
Senate committee, says Gulf Oil Co. 
has been “extremely uncooperative.” 
Eddins adds that a subpena may be 
necessary to get information from 
Gulf. 

Eddins so far has held his hearings 
behind tightly closed doors. But he 
emerged from those doors long enough 
to report that the oil-industry men 
appearing at the hearings say the cure 
for Alabama’s price differentials is a 
uniform, statewide tax law. 

According to Eddins, Alabama is 
one of only five states that still has 
tax fluctuations from county to 
county. 

Eddins says his committee is also 
looking into cases of dual distribution, 
where majors place additional stations 
in jobbers’ franchised territories and 
give the jobbers a small commission. 


> Delhi-Taylor Oil Corp., Dallas, 
sports two brand-new, million-gal. 
storage tanks at its North Charleston, 
S. C., terminal. The tanks will store 
petrochemicals, including toluene, xy- 
lene, mineral spirits, and special textile 
solvents, all of which come to Charles- 
ton from Delhi’s Corpus Christi re- 
finery. 

The chemicals are used by the 
textile, paper, paint, and chemical 
industries. 

Charleston oilman John White's 
Palm Oil Co., which has contract- 
operated Delhi’s Charleston gasoline- 
kerosine terminal since 1957, will han- 
dle the storage and distribution of 
petrochemicals as well. 


Sears, Roebuck and Co. is remodel- 
ing and expanding the service station 
at its store in Charlotte, N. C. The 
station will install all auto accessories 
and do extensive repair work. 

About 25 full-time mechanics will 
be employed. The station will be able 
to service 24 cars at one time. 

The service-station renovation is 
part of a $300,000 store expansion, 
developing what is said to be the 
“South’s largest auto, farm, and gar- 
den-accessories” department. 


Regions 


The Rockies 


Jobbers start campaign 
against price cutting 
on commercial accounts 


COLORADO JOBBERS are taking 
concerted action against commercial- 
account price cutting by suppliers. 

Several jobbers reported they have 

lost substantial 
accounts because 
supplying com- 
panies are offer- 
ing gasoline at 
prices below the 
jobbers’ cost. 
The __ bidding 
for commercial 
accounts by sup- 
plying companies 
has become high- 

By Frank Pitman ly competitive 

since January, 
jobbers say, when the gasoline retail 
market returned to so-called normal 
levels after months of price wars. 

The first joint move by the Colo- 
rado Petroleum Marketers Assn. will 
be a program of “publicity and full 
exposure of what’s going on,” said 
Marion E. Strain, executive secretary. 

Paul Bradley, association president, 
named a committee that will study 
bidding practices. Actions of supply- 
ing companies in offering products 
below jobbers’ costs will be publicized. 

Appointed to the committee were 
Roger O. MacDonald, Bennet Oil 
Co.; George W. Calkins, Merchants 
Oil Co.; Henry C. Cook, Cook Bros. 
Oil Co.; and Sam Ross, Nicoll Bros. 
Oil Co. 

Strain says the committee intends 
to assemble a mailing list of the top 
national officials of all supplying com- 
panies. By direct mail we will “show 
everyone in authority what’s going 
on in Colorado,” Strain’ says. Indus- 
try publications will also be informed 
of the competitive practices. 

Colorado jobbers developed their 
program at a special meeting of the 
directors of the association in late 
March. They considered the situation 
so critical that action could not await 
the regularly scheduled spring meet- 
ing, April 22. 

Some jobbers said, “Without the 
commercial consumer accounts we 
can’t break even in this business. 
Those accounts are vital to our ex- 
istence.” 

Others said they could not match 
the practices of supplying companies 
in providing pumps, storage tanks, 
and other facilities to the commer- 
cial accounts. 
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Mode! 789 Fieetmaster Pump Model 98 Tirefiator 
with Ticket Printer 


Model 248 AWC Islander 
with Cash Box 


Model 760 Highboy 


Model 506 Barrel Pump Model 32 Hose Reel 


Mode! 100 BMF 
Grease Dispenser 


Each of these Bennett prod- 
ucts is built to be the finest 
of its type. For superior per- 
formance and maintenance 
economy, Bennett equip- 
ment is the oil marketers’ 
Standard for Comparison. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 





THE CAP 
THAT STAYS 
ON— 

EVEN WHEN 
IT’S OFF! 


CONTINENTAL'S NEW ALL-PURPOSE FLIP CAP" 


container can be fully lithographed—no solder splashes, 
no flux spots or heat scorching. For the full story, 
ASK THE MAN FROM CONTINENTAL! 


Continental presents new packaging beauty with econ- 
omy and convenience, too... Flip Cap* can, with drip- 
less pour spout, is perfect for practically all liquids and 
granulated products now packaged in round or oblong 
nozzle-type cans. 


Continental’s new plastic Flip Cap is permanently 
hinged to its dripless pour spout—snaps back and stays 
open, snaps shut and stays shut. Inserted into the top 
of the can after tilling, Flip Cap permits higher filling 
speeds through a larger opening. And the top of the 





Available in a wide variety 
of sizes and shapes 


*Patents pending 


‘ieeairptonees sammie papas erage F 
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Cap can’t be lost—permanently 
attached by a hinge. Flip Cap Applied after filling, Flip Cap 
is available in either ¥- or nozzle can be inserted auto- 
%-inch opening, and in a va- matically at 200 per minute. 
riety of colors. Full lithography on top of can. 





E CONTINENTAL CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 S. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay St., Toronto 2 
Cuban Office: Apartado 1709, Havana, Cuba 
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Regions | 
Parkway-outlet jobber | 


attacks state pricing 
... Esso vs. Gulf price 


FRANK DURSO, Crown Central 
jobber who operates several parkway 
stations as a tenant of the Connecti- 
cut highway department, doesn’t think 
his landlord has 
the legal right to 
dictate gasoline- 
price policies to 

him. 
As lessee of a 
Wilbur Cross 
outlet in North 
Haven, Durso 
sued highway 
commissioner H. 
S. Ives and fi- 
by Cornelius nance commis- 
Brodersen sioner G. J. 
Conkling for $100,000 damages, and 
asked Superior Court, New Haven, 
for a permanent injunction against 
state interference with his pricing 

policies. 

A hearing on the injunction request 
may be held later this month. 

Durso went up 2¢ gal. over the 
state-dictated ceiling at the North 
Haven outlet in March, and won a 
temporary injunction preventing the 
state from stopping him. 

The state put its new pricing 
policy into effect last July 1. For- 
merly, posted prices had to be “com- 
parable” to those of other stations 
in the neighborhood and on the park- 
ways. Now they are based on the 
average tank-wagon price in the area, 
plus a 6.5¢ gal. markup and taxes. 

Durso went along with the new 
policy until March, even though he 


CN 
was against the idea from the start. | « 
Lessees of other stations on the af 
Merritt and Wilbur Cross Parkways 
were interested in the outcome of 


Durso’s suit. So were majors and 
dealers who lease stations on New 


York’s Thruway, where a_ similar : : 
pricing policy exists. Delivers more gallons with less work, on farms and construc- 


tion jobs, at truck terminals, in garages and factories. High 
Ese Std eed Galt Ol ure | vacuum, self-priming transfer pump delivers a constant flow 
moving in different directions on | of up to 20 gallons 2a minute with up to a 20-foot lift. 
price differentials for their three | Automotive-ty pe pistons with rings . withstand severest 
grades of gasoline. The changes conditions. Vacuum breaker prevents siphonage, provides 
(downward by Esso and upward by complete hose drainage. No foot valve. Available with auto- 


Gulf) are being watched by other matic nozzle. PATENT NO. 2,848,081 
three-grade marketers in the East 


Ce Te” =~" | JOHN WOOD COMPANY ann 


Esso and Gulf has a 3¢-gal. differ- BENNETT PUMP DIVISION » MUSKEGON, MICHIGAN 
ential between regular and premium IN CANADA: JOHN WOOD COMPANY LIMITED 
and between premium and superpre- Toronto + Montreal » Winnipeg + Vancouver 
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& iT THE COMPLETE 4” SYSTEM 
(NEW FROM TRUCK TO TANK) 
BUCKEYE SPEEDS FILLING — CUTS COST 
The trend is to 4”, And with good reason. 
More fills per day mean lower costs per 
fill. Buckeye’s Tight Fill, the complete 4” 
system, speeds flow—cuts delivery costs. 
All connections just twist on and lock. 


Simple and inexpensive to install. Easy to 
TI G HT T FI LL convert your present 2” or 3” system. 
e “ 
Ni tM) # £33 7-G Chuminim 4 
Side-seal “O” ring. Permanently lubri- 


cated ball bearing swivel action. Posi- 
tive lock-on. Three gasketed windows. 


New # §337-F- Brass 
4’ Fill Cop Araaemnby 


j Lock-type cap with side- 
seal “O” ring. Water 
tight. Brass adapters 
with 2”, 3” or 4” thread. 
Internal gasket seals 
submerged tube. 














| 


/ 


N ew #9469 4" Uuminum Tank 
Taatk. F anette 


Compact. Easy to operate. Unrestricted flow. 








Nww#717-O Cost Lion Marbole 
bot 4] ve, pL i, 4 


To convert 2” or 3” fill pipes. No need 
to tear up concrete. 


Put them all together and you have fast, tight, safe, full-flow delivery. Write 
for full details of the Buckeye 4” Tight Fill—or call your Buckeye Distributor. 


é. BUCKEYE IRON & BRASS WORKS « P.0. Box 883, Dayton, Ohio 
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mium. At about the same time, two- 
grade marketers increased their dif- 
ferential 1¢ gal., going up to 4¢. 

Now Esso, after testing its idea in 
Baltimore and Washington, cut the dif- 
ferential between superpremium and 
premium 1¢ (down to 2¢) by trim- 
ming dealer tank-wagon price for 
superpremium. Gulf, in upgrading its 
premium, increased the dealer tank- 
wagon for that product 1¢ gal., boost- 
ing the differential between regular 
and premium from 3¢ to 4¢ and, in 
effect, cutting the premium-superpre- 
mium spread from 3¢ to 2¢ without 
changing dealer tank-wagon price for 
superpremium. 


The Midwest 


North Dakota jobber 
woos customers away 
from trading stamps 


PIONEER Oil & Coal Co., Fargo, N. 
D., is weaning its heating-oil accounts 
away from trading stamps by offering 
them this choice: 

e Pay a premium of 0.5¢ gal. for 
oil and receive trading stamps with 
the oil at the usual rate of one stamp 
with each 10¢ purchase. 

e Pay the premium price for oil, 
with a 3% cash discount allowed in 
lieu of stamps if the bill is paid within 
10 days after mailing. The discount 
brings the price of oil 0.5¢ gal. below 
the price of oil and trading stamps. 

“Better than 65% of our heating- 
oil accounts,” says Glen F. Nelson, 
president of Pioneer, “prefer the dis- 
count to stamps. I have a feeling that 
while the housewife prefers the 
stamps, the husband is looking at the 
cash discount. And since he is pay- 
ing the bills, the discount wins out 
over trading stamps.” The plan is also 
getting money in faster, Nelson adds. 

Nelson moved into stamps with oil 
about two years ago to meet competi- 
tion in his area. “We found that with- 
out stamps we were losing customers.” 
At that time there was no extra cost 
for stamps with oil. Later, however, 
Nelson found it necessary to add the 
0.5¢ premium for stamps to defray 
the extra cost of handling stamps. 
Now he’s trying to discourage the use 
of stamps. 


»Jones-Herriott Oil Co. Inc., Iowa 
City, Iowa, Texaco jobber, is now 
Jones-Herriott and Stevens. The new 
firm absorbs DX Sunray operations in 
the area. 


Regions 


The West 


Gasoline dealers urge 
utility-type controls 
to stop price wars 


A SIX-POINT legislative program de- 
signed to eliminate price wars and 
establish new pricing methods in 
gasoline retailing has been proposed 
by the Washington Gasoline Dealers 
Assn. 

The group contends that petroleum 
marketing is “affected with a public 
interest,” and wants to see a bill, simi- 
lar to one introduced in 1955, pass 
the state legislature. The 1955 bill 
would have given the Public Service 
Commission the power to license gaso- 
line dealers and distributors and 
“maintain and preserve competition 
and remove the restrictions upon com- 
petition resulting from present control 
of the industry exercised by major 
suppliers.” 

The program was submitted to an 
interim subcommittee of the state 
legislature at a public hearing in Van- 
couver, Wash. About 200 persons at- 
tended the hearing, including dealers 
and representatives of suppliers. 

P. E. Bermingham, assistant gen- 
eral counsel of Mobil Oil Co., spoke 
for suppliers in declaring that it’s “im- 
possible to saddle industry with public 
utility controls without losing the ad- 
vantages the public has come to ex- 
pect from a competitive economy.” 

He also quoted a Tennessee deci- 
sion holding that petroleum market- 
ing is not affected with the public in- 
terest. Counsel for the gasoline deal- 
ers, Charles Burdell, declared that the 
Tennessee decision is no longer ap- 
plicable. 

The proposed legislation, if ap- 
proved by the subcommittee, would 
go to the legislative council, and, if 
approved there, to the legislature itself 
when it meets next January. 


Surplus gasoline was cited by Idaho’s 
special committee on the gasoline in- 
dustry as the main factor behind price 
wars in some communities. The com- 
mittee added that it had found “no 
apparent collusion on prices by the oil 
companies,” and that there was no 
apparent need for new legislation to 
control price fixing. 

Attorney General Frank Benson, a 
persistent critic of petroleum prices, 
branded the report “a whitewash of 
the whole affair,” and charged that 
Gov. Robert E. Smylie and Sen. 
Henry Dworshak (R., Idaho), were 
obviously “looking after the interests 
of this monopoly.” 
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BUILD 
CONSUMER 
ACCOUNT 
VOLUME! 


ai! 


Give your customers 
3-way fueling economy! 


1 Accurate fuel cost control 


4 Faster, safer refueling—easy- 
to-read horizontal dial face 


3 Padlock provision to end 
pilferage 
Bennett quality features — direct 
drive rotary vane pump, built-in 
strainer and check and by-pass 


valve—make Fleet Jr. pumps inex- 
pensive to operate and maintain. 


JOHN WOOD fa, 


COMPANY 


BENNETT PUMP ee © MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 
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YOUR DEALER JUST RELINED 
THAT CAR’S BRAKES... 


should you be worried? 


























Not at all, provided your dealer used quality brake lining like 
Raybestos, and also knew how to do the brake work. On the 
other hand, if the linings were not top-flight and the job not 
skillfully done you should be genuinely concerned, for that 
motorist is not going to have a very high opinion of your 
company once he realizes that he has spent good money for bad 
brake work. 

So it’s mighty important that you control the quality of your 
dealers’ brake service by making sure that they use only the very 
best linings, linings like Raybestos . . . which are backed by 
decades of pioneering research, the most advanced manufactur- 
ing methods, and exhaustive testing. Couple these superb linings 
with Raybestos’ thorough training programs at local brake 
service clinics and at its own factory schools . . . and you have 
the formula that strengthens customer loyalty and increases 
sales of your petroleum products and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 

RAYBESTOS-MANHATTAN, INC., Brake Linings * Brake Blocks ¢ Brake Fluid ¢ Clutch 
Facings * Industrial Rubber * Mechanical Packings « Asbestos Textiles *« Engineered 
Plastics * Sintered Metal Products * Rubber Covered Equipment « Laundry Pads and 
Covers * Abrasive and Diamond Wheels © Industrial Adhesives * Bowling Balls 








Texas 


Price wars generate 
jobber sellout talk 


IF TEXAS oil jobbers could keep all 
of their 3.75¢ and 3.25¢ margins and 
not have to give some of it up in 
price wars, they wouldn’t be in bad 
shape, they say. 

Gene Mitchell, outgoing president 
of the Texas Oil Jobbers Assn. 
(TOJA), terms present margin levels 
satisfactory. Others seem to agree, 
pointing out that business volume is 
there if only retail price disturbances 
could be eliminated. 

Most lobby talk at TOJA’s 12th 
annual meeting in Austin centered on 
the seemingly endless price wars. 
Without doubt, jobbers and commis- 
sion wholesalers attending the meet- 
ing considered price wars their most 
serious problem. 

In this climate, it wasn’t difficult 
to find jobbers talking about “selling 
out.” Such talk was stimulated by 
rumors that a couple of Texas-based 
suppliers were “throwing money 
around for jobber companies,” and by 
details of “deals” made by some who 
sold. 

“I’m seriously thinking of selling,” 
one of the state’s bigger jobbers told 
NPN. “When I look at the supply and 
price situation, I wonder if the time 
isn’t ripe to sell. I’m not ready to 
give up my business, but maybe I 
should get out now before the bottom 
drops out.” 

When Ted Groebl, who recently 
sold his distributorship to Continental 
Oil, was making a swing of luncheon 
tables, one jobber cracked: “There 
goes the only smart jobber in this 
whole damn room.” 

But not all talk at the TOJA meet- 
ing was on the dark side. 

Most jobbers admitted their busi- 
ness was above last year’s, despite one 
of the worst Texas winters in years. 
Equipment suppliers spoke of order 
backlogs in station building. The as- 
sociation received title to its Austin 
building, having retired a 10-year 
mortgage in just five years. 

The commission wholesalers, who 
as the Petroleum Marketers Assn. 
(PMA) of Texas affiliated last year 
with TOJA, weren’t as satisfied with 
their commissions as the jobbers were 
with their margins. 

Efforts were made at the meeting 
to show harmony between the two 
groups. There had been talk that 
PMA wasn’t satisfied with the way 
the merger had worked out. PMA, 
however, passed a resolution unani- 
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mously expressing its satisfaction. 

During the business sessions, panel 
discussions concentrated on taxes, 
legislation, operating service stations 
and other such problems. 

Obtaining and keeping good station 
personnel continues to be one of the 
bigger problems in Texas. During a 
panel discussion, L. K. Long of Dal- 
las reviewed NPN’s recent article on 
Ince Oil Co.’s system of financing 
dealers (NPN—Jan. p97). Long said 
he plans to incorporate some of Ince’s 
ideas. He recommended that all job- 
bers study the article. 

(For more on the Texas meeting, 
see (About Oil People section.) 


Ohio 
Jobbers speculate on 


Humble’s Ohio entry 


THE WEEK Ohio marketers met for 
their big spring meeting in Columbus 
was the same week Humble picked to 
announce its intention of moving into 
the Ohio market. 

So the Humble invasion dominated 
conversation, with much speculation 
on how Humble would go about it and 
what brand name would be used. 
Everyone in Ohio is interested in this 
because it throws another Standard 
into the battle for gallonage, along 
with Sohio and Amoco, a subsidiary 
of Indiana Standard. 

The meeting itself attracted the big- 
gest turnout in the history of the Ohio 
Petroleum Marketers Assn. One of 
the top-interest presentations was that 
of S. F. (Bud) Riehemann, Sinclair 
jobber of Hamilton. He told how his 
company’s new credit-controls plan 
has reduced charge-offs to less than 
one-fifth of 1%. Six years ago charge- 
offs averaged 1.5%. 

In getting accounts to pay up, 
Riehemann’s people ask customers to 
consider themselves the employers and 
the jobber, the employe. “Ask him 
how long he would work for his em- 
ployer without a payday,” Riehemann 
tells his men. 

“We tell him that he is our paymas- 
ter, that our payday from him is 10 
days after the date of each statement. 
We depend upon our payday from him 
the same way he depends on his pay- 
day. . . . In most cases, this sets the 
customer thinking.” 

In a panel session, dual branding by 
jobbers was roundly condemned by 
two marketing vice presidents, They 
claim most jobbers can’t do it success- 
fully. The discussion ranged from mar- 
keting practices to dealer recruit 


Associations 


using “What’s Happening in Market- 
ing” as the subject. 

The panel consisted of Dwight T. 
Colley, Atlantic Refining marketing 
vice president; Grant Young, Ohio 
Oil marketing VP; Elmo D. Hidy, Ar- 
row Petroleum (Texaco jobber), Cin- 
cinnati, and Ernest G. Vorwerk, Home 
Oil (Cities Service jobber), Napoleon, 
with Frank Breese, NPN, moderator. 

Heating oil is now combatting na- 
tural gas competition successfully, 
Gulf senior vice president Charles J. 
Guzzo told OPMA. 

John B. Shields, Bennett Pump’s 
education emissary, staged a hilarious 
skit, “Nightmare at the Buik Plant”, 
with a cast of marketers picked on the 
spot. Shields described the progress 
and benefits of jobber management 
institutes. 

OPMA came out strongly against 
marketing divorcement. 

Clyde Wallingford, OPMA’s execu- 
tive secretary, produced the two-day 
meeting with a masterful touch. 


Illinois 


Estate-planning talk 
draws capacity crowd 


ESTATE PLANNING proved to be 
the hottest topic at the 38th conven- 
tion of the Illinois Petroleum Market- 
ers Assn. Spurring the interest was an 
address, delivered to a packed and 
hushed ballroom, by John J. Buckley 
of the Provident Tradesmen’s Bank 
and Trust Co. 

More than 900 Illinois jobbers 
checked in at Chicago’s Morrison 
Hotel for the two-day meeting. They 
were accompanied by almost 200 
wives. 

Jack C. Sweney was re-elected for 
a new term, as were all other IPMA 
officers and directors. 

The jobbers voted to show organ- 
ized opposition to a current Senate 
bill that would raise the minimum 
wage, to any move to increase the 
gasoline tax, and to a drive to estab- 
lish a committee to investigate oil 
reserves. 

The association voted to endorse 
the Keogh Bill (which would allow 
individuals who are self-employed to 
withhold a pension payment) and to 
back any move to tax cooperatives 
equally. 

Subbing for ailing Otis Ellis of 
NOJC was Robert P. Gilmartin of 
Gulf Oil. 

Gilmartin offered a fast-paced re- 
view of technical developments in fuel 
quality and heating-oil equipment. 
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CHECK YOUR Oil 
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BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto * Montreal 
Winnipeg * Vancouver 





NEW 
ALL-ALUMINUM 
TRANSPORT 








Dou las Oil Co of Extra payload, more efficient service and reduced maintenance costs 
g . sum up Douglas Oil Company’s experience when they switched to six 


lightweight transports of Aleoa® Aluminum. Now boasting one of the 


California finds 6 new finest operations of its kind in the industry, Douglas plans to replace 


: many of their units with modern aluminum transports for even more 

profitable performance. 
Fruehaut aluminum tankers Douglas’ extra-payload-capacity train transports are fabricated 
with durable, lightweight Alcoa Aluminum alloys by Fruehauf’s West 


also provide hetter Service, Coast Division. Corrosion-resistant, easy-to-clean aluminum permits 


the hauling of both refined products or hot asphalt without risk of 


reduce operating costs contamination. 


Aluminum wheels slash dead weight, add to tire life 

By completely equipping with Alcoa Aluminum Forged Disc Wheels, 
Douglas further slashed dead weight by a half ton per unit, and gained 
20 per cent more tread wear. Because they are precision machined to 
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close tolerances, Alcoa Forged Disc Wheels are true running and better 
balanced. This means easier steering, longer tire life, and front-end 
maintenance reduced to an absolute minimum. Tires also run longer 
because they run cooler, thanks to the rapid heat dissipation which is 
characteristic of aluminum. 


Alcoa Aluminum makes the big difference in the Peterbilt trucks 


Their Model 351A Peterbilt trucks, built with Alcoa Aluminum frame, 
cross members, cab and trim, tip the scales at 2,000 lb less per unit than 
similar steel models. 


You, too, can get extra revenue 

For authentic case-history reports and additional facts, write for free 
copies of Aluminum for Tank Trucks and Tank Trailers and The Story 
of the Alcoa Aluminum Forged Disc Wheel. Address—Aluminum Com- 
pany of America, 1780E Alcoa Building, Pittsburgh 19, Pa, 
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ALUMINUM COMPANY OF AMERICA 


For exciting drama watch “Alcoa Presents’’ every Tuesday, 
ABC-TV, and “Alcoa Theatre” alternate Mondays, NBC-TV 
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New Man in Marketing Spotlight 
Tells What's on His Mind 


He's John D. King, who recently accepted one of the industry's 
most ticklish jobs: chairman of American Petroleum Institute's 
jobber advisory committee. His assignment is to help keep peace 
in the industry family, help find the solutions to problems within 
the marketing segment. 


Not as well known as most marketing leaders, King is highly 
respected by men who have watched his rise to the top of the 
marketing ladder at Cities Service (Del). In this exclusive inter- 
view, King talks about his new job and about the changing nature 
of industry problems today » > b> 
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Q@. Mr. King, do you have a 
personal philosophy of mar- 
keting? 


A. Yes, definitely. 


Q. Could you explain it in a general way? 


A. Certainly. To me there is a basic distinction 
between a mover of petroleum products and a mar- 
keter of petroleum products. 


Petroleum marketing should insure maximum 
energy, warmth and ease to the users, good wages 
to those who work in it, good profits to the inde- 
pendent merchants who engage in it, and adequate 
returns to those who invest in it. When one dis- 
regards the interests of others in petroleum market- 
ing, he can attain a temporary advantage in a selfish 
way by simply cutting the price. The modern pro- 
fessional marketer should recognize a degree of 
social responsibility. He markets to give maximum 
satisfaction to all those involved. Since petroleum 
products are used by nearly everyone, he must al- 
ways have the public interest as a prime considera- 
tion. 


Q@. You say the modern professional market- 
er. Are you suggesting that a new class 
of marketer is emerging? 


A. I think the marketer is going to be increas- 
ingly recognized as a professional in a difficult 
field, requiring sound professional ability and a 
greater voice in management to perform effectively. 


Q. So that marketing will become more im- 
portant in the over-all industry picture? 


A. Yes. This industry will increasingly adopt 
the marketing concept. Then the consumer’s desires 
will be first and the marketer’s needs to meet these 
needs will be next. The product quality and manu- 
facturing facilities will profitably fill those needs. 


Exclusive Interview 





Q. Going back to your distinction between 
marketing products and just moving them, 
isn’t moving gasoline necessitated by to- 
day’s oversupply? 


A. Obviously a surplus is bound to have a 
depressing effect on the market. But it appears that 
the present adverse impact on the market is much 
greater than the relatively small surplus warrants. 
By that I mean that reckless, and in some cases, 
apparently desperate price-cutting to move this sur- 
plus, is multiplying the impact the surplus should 
normally have. 


Q@. Are the private branders responsible? 


A. Well, obviously the private branders have 
been moving ever-increasing volumes. Surplus sup- 
plies of gasoline have facilitated their growth. 


Q. Is this growth going to continue? 


A. The laws of supply and demand, and the 
interplay of price, will determine the private brand- 
ers’ ultimate share of the market. The present trend 
to lower service station pricing is bound to ad- 
versely affect their growth. 


Q. Is the private-brand differential being 
narrowed, then? 


A. I know of no established differential. I find 
evidences of narrower and greater differentials in 
varying markets all the time. Gasoline is sensitive 
to price and the various individual station operators 
set their prices based on their individual and varied 
opinions as to the best economic level for pricing 
their product. This can be seen in any market in a 
relatively short tour of any given neighborhood. 


Q. How about the tank-wagon price—is it fic- 
titious or not? 


A. Well, by fictitious I assume you mean higher 
than competitive factors would seem to indicate it 





PERSONABLE and young (47), John King radiates 
assurance. His acceptance of the API jobber advisory 
committee chairmanship has stirred interest among 
suppliers and jobbers who have noted the streamlined 
look of Cities Service (Del.)’s marketing department 
since King became marketing vice president five 
years ago. In that post he runs Cities marketing in 
13 Midwest states out of headquarters in Chicago. 

A native of Chicago, King earned his LLB at the 
city’s De Paul University. After graduation he spent 
four years with McKey and Poague Realty Co. before 
becoming an associate in the law firm of Russell, 
Murphy, Pearson in 1937. 

Early in World War II he was named assistant 
general counsel of the Petroleum Industry Committee 
(Petroleum Administration for War), District I. He 





King: Marketer With a Busy Schedule 


served in several capacities with the PAW until 1944. 
He then became counsel for the marketing division 
of Cities Service (Del.). In 1955 he was appointed 
vice president, manager of the marketing division, and 
a director. 

Married to the former Helen Baddeley, King has 
three daughters: Carol Anne, Jacqueline Anne, and 
Martha Anne. The three girls often serve as models 
for the marketing vice president’s photography—just 
one of the pastimes he tries to fit into a busy schedule. 
He also plays handball and shoots golf in the 
nineties. 

King is a member of Phi Alpha Delta, Blue Key, 
Butterfield Country Club, the Chicago and Illinois 
Bar Assns., and the Chicago Athletic Assn. He lives 
in Hinsdale, Ill. 
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“At times, a tank-wagon price may seem unduly high . . .” 


(Begins on page 30) 


should be. I could not agree that it is fictitious. The 
tank-wagon prices are determined in each market- 
place and move as a result of supply and demand 
factors affecting each particular market. 

At times, a tank-wagon price may seem unduly 
high relative to given spot markets, but this is gen- 
erally due to a temporary lag in reaction in the par- 
ticular market. Ultimately, tank-wagon prices will 
adjust to reflect the true supply and demand factors 
that determine competitive prices, although not nec- 
essarily on a day-to-day basis. Similar comments 
would apply in many cases where tank-wagon price 
temporarily appears too low. 


Q. Does the industry have too many stations? 


A. Many studies have failed to designate the ap- 
propriate number of stations that should be avail- 
able to adequately service the motoring public. 
The law of supply and demand will, in the long run, 
balance out the proper number of outlets, and soon- 
er or later, where there are excess outlets, econom- 
ics will force their closing. The closing will obvious- 
ly be accentuated in aged and obsolete facilities. 


Q. How about the outsiders? The supermar- 
kets and discount houses selling gasoline? 


A. Well, it’s a free country, and with the trend 


to sales of multiple type of products we have seen 
in the large grocery chains—such as their entry 
into packaged drugs and other fields—it is natural 
to expect they might experiment with oil products. 
I question whether we will see a substantial or 
vigorous growth in chain store operators distribut- 
ing petroleum products. 


Q. Yet these outsiders claim to have a fresh 
approach to oil marketing. 


A. If there are better ways to sell petroleum 
products, people engaged in marketing would be 
happy to know about them. I don’t believe there 
are many new approaches other than those already 
tried in this highly competitive business. 


Q. What about the mess in the commercial 
market? 


A. I think the trend of radical discounting to 
commercial transport is evidence of my previous 
comments that a relatively small surplus has created 
too much impact in price levels, particularly in this 
field. Some of this is to be expected, since the com- 
mercial transport consumer is the normal market 
turned to in times of surplus material, and the 
price impact is most evident in this area. 


I know this is a sore point with jobbers—it’s 
an equally sore point with most suppliers as well. 
It arises because of the laws of supply and demand 
and our great American competitive economy, and 
should be recognized as such and not as the result 
of any insidious planning. 


Q. As the new chairman of the API Jobber Ad- 
visory Committee, what's on your agenda? 


A. As far as committee work is concerned, I’m 
hopeful we can have an active Committee that will 
satisfy the desires of both groups represented. We’ve 
asked for recommendations from the committee 
members on subjects to be considered. It’s too early 
to comment intelligibly, but the early replies seem 


“, . . but ultimately, tank-wagon prices will adjust 
to reflect the true supply and demand factors.” 
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to indicate that aside from problems originating 
from surplus material and deteriorating marketing 
conditions, most of the other areas of conflict have 
been considered and generally resolved. 


Q. Some marketers feel the committee is in- 
effective because it doesn’t get into price 
problems. 


A. Obviously, price cannot be discussed be- 
cause of the prohibitions of anti-trust laws and the 
many cautions and restraints imposed by counsel 
for major suppliers on their personnel to avoid any 
suspicion of violation of such laws. 

We must abide by these restrictions. There 
would seem, however, to be a very limited area for 
discussion of general marketing conditions in the 
industry. 


Q. What's the most crucial point in jobber- 
supplier relationships today? 


A. There is no one crucial point. There are sev- 
eral minor points. Each can be solved by better 
mutual understanding of economics, business and 
management, and the problems of all segments of 
the industry. 


Q. Do jobbers and suppliers understand each 
other’s problems, do you think? 


A. I believe jobber problems have received 


substantial industry attention, due to their associa- 
tions and the establishment of the Jobber Advisory 
Committee. Over the past few years, substantial 
progress has been made in improving jobber-sup- 
plier relationships . . . 

We do find jobbers sometimes questioning, in a 
friendly vein, why suppliers at times take certain 
actions that, from the jobbers’ standpoint, seem to 
be illogical or ill-founded. It is possible that we 
will have an opportunity to explore some of these 
matters to illustrate the general logical business 
reasons behind such apparently contradictory ac- 
tions. 


Q. An API official recently said the jobber’s 
biggest problem is rising distribution costs. 
oe you feel the jobber is in an economic 

ind? 


A. There is a constant squeeze on every busi- 
nessman. The consumer wants better service at 
lower price. The employe wants shorter hours and 
greater wages. The investor wants less risk and 
higher dividends. Management’s function is to mod- 
erate all of these pressures. The self-improvement 
of management is industry’s greatest opportunity 
for profit. Unless jobbers and suppliers both con- 
tinually strive to improve their managements and 
adapt to changing times to survive competitive chal- 
lenges, they will suffer. I actually believe the inten- 
sified effort to secure customers will enhance rather 
than deteriorate the jobbers’ future. 
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Exclusive Interview 





“The self-improvement of management is the industry’s 
greatest opportunity for profit .. .” 


Q@. Can the jobber do anything about his 
costs? 


A. Yes, by increasing direct delivery from 
supply points to customer, by increasing the quan- 
tities of individual deliveries, and by more efficient 
handling of credit and other internal management 
factors. 


Q. Is there a similar solution for suppliers? 


A. They have the same solution the jobber has, 
to perform all functions better than before. 
(Continued) 


“I believe the intensified effort to secure customers will 
enhance rather than deteriorate the jobber’s future.” 





Exclusive Interview 





“We have delegated additional authority to our field 

people.” 

(Begins on page 30) 

Q@. How have you been doing it at Cities 
Service, in the five years you’ve headed 
marketing? 


A. In my area I have completely reorganized 
our marketing structure, shortened lines of com- 
munication, increased flexibility of action at lower 
levels and brought decision-making ability closer 
to the problems in the field. We have delegated 


additional authority to our field people so that they 
can more readily adjust to current conditions. 


Q. So the idea is to bring staff and line closer. 


A. This is a necessity. The awkwardness of size 
of many suppliers must be overcome by shortened 
lines of communication and quicker decision-mak- 


ing. 
Q. What about the dealer turnover problem? 


A. The Upjohn Survey [NPN—Oct. ’59, 110] 
indicated that many men are entering service-sta- 
tion jobs poorly qualified and poorly prepared. My 
company is meeting this problem by improved 
methods of training. 


Q. What do you think of diversification as a 
means of strengthening the oil marketer's 
hand? 


A. In general, I would say merchandising of 
petroleum products under today’s conditions leaves 
little time or energy to be devoted to diversified 
lines. I believe specialization in better service 
should pay more dividends than diversification. 


Q. How do you see the big trends in stations 
over the next ten years or so? 


A. The trend is obviously to larger-volume out- 
lets. I believe more and more motorists are ex- 


pressing a desire to have multiple facilities avail- 
able, particularly for minor servicing. 

While we will always have outlets of one type 
or another just dispensing gasoline, I personally 
believe merchandising through a fuli-service outlet 
in the long run will be more profitable and effective 
for our dealers and ourselves. 


Q. Will there be fewer instances of four sta- 
tions on each corner of an intersection? 


A. I don’t know. I suppose it will continue to 
happen if traffic volume justifies. 


Q. The API is working up a drive to boost 
gasoline demand. What do you feel is the 
best way? 


A. By the industry recognizing, on every pos- 
sible occasion, that every person in it must talk 
about the advantages of using petroleum products. 


Q. Will an advertising campaign work? 
A. Bound to be helpful. 


Q. Who’s winning the battle between heating 
oil and natural gas? 


A. Surprisingly enough, while there has been 
a loss of some established customers to gas, I think 
it can be said that the consumption of heating oil 
for homes is basically holding its own, and in some 
cases increasing. 


Q. To sum up, Mr. King, what areas should a 
marketer concentrate on in the coming 
years? 


A. While he should always be alert to new 
techniques and developments, I think the greatest 
need is to concentrate on the basically known fun- 
damentals in merchandising petroleum products. 
Too many of us fail to get the basic fundamentals 
performed. 





“J think the greatest need is to concentrate on the bas- 
ically known fundamentals in merchandising petroleum 
products.” 
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NOW...VALVOLINE wit 


World's First - World's Fines! 


Cron Se 


VALVOLINE'S NATIONAL ADVERT! 


Your local sales efforts are supported by Valvoline’s big, full-color advertis 
SPORTS CARS ILL USTRATED. Each Valvoline advertisement will be sina to 





th miracle CHEMALOY 
your BIG PROFIT package 


V NEW ADDITIVE PAYS OFF FOR YOU 


Famous for quality since 1866, today’s Valvoline in its bright, new 
package is fortified with miracle Chemaloy . . . a development of ad- 
vanced research to make sure your customers’ engines stay clean, resist 
wear, deliver top power. 


V NEW PACKAGE PAYS OFF FOR YOU 


Valvoline’s bold new look .. . in red, white and blue is a symbol of 
unquestionable product quality and dependability. It will be a stand- 
out in today’s competitive market. 


V SALES AIDS PAY OFF FOR YOU 


Valvoline supplies you with fresh, attractive, point-of-sale aids, includ- 
ing signs, window streamers, clocks, thermometers, product literature, 
and sales promotion programs. In addition, Valvoline motor oil is 
backed by an unconditional, “customer satisfaction” guarantee. 





be Saturday Evening 


ee Newsweel 
PO st RP 2a 0) 8 ee scanch cecins 
— an ILLUSTRATED \ _ 





ISING PROGRAM PAYS OFF FOR YOU 


sin... SATURDAY EVENING POST ... NEWSWEEK ...SPORTS ILLUSTRATED... 
to more than 35,000,000 readers of these popular magazines. / wore 
GOOD 
NEWS 
ON BACK 
COVER 
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VALVOLINE EXPANDS 
DISTRIBUTION... 


Now is the smart time to make your move to Valvoline! 


The opportunity is yours. New facilities now permit us to expand distribu- 
tion of world famous Valvoline motor oils and lubricants. 


At your service station, garage or new car service department... the attrac- 
tive New Symbol of Quality... Valvoline—with Chemaloy, will win new 
customers and increase sales for you. 


Whether you’re a retailer or distributor, you’ll find it pays to sell Valvoline, 
the motor oil with the world’s longest record of success. If Valvoline is not 
immediately available in your area, be sure to write, wire or call your near- 
est Valvoline Sales Office. 


VALVOLINE OIL COMPANY, Freedom, Pennsyivania, Division of Ashiand Oil & Refining Company 


3121 Maple Drive, N.E., Suite #3 6th Street at 3rd Avenue 2308 N. Clark Avenue 115 Laird Drive, Leaside 
Atlanta 5, Georgia Freedom, Pennsylvania Portland 12, Oregon Toronto, Ontario, Canada 
CEdar 7-8207 SPruce 4-2020 ATlantic 4-1191 HUdson 5-1119 

431 Main Street 3600 Union Pacific Avenue 1300 Seventeenth Street 105 Third Avenue, W. 
Cincinnati 2, Ohio Los Angeles 23, California San Francisco 7, California Vancouver 10, B.C., Canada 
CHerry 1-6968 ANgeles 9-8201 UNion 1-1278 TRinity 4-9151 

1900 East Warren Avenue 150 Broadway 2204 First Avenue, S. 

Detroit 7, Michigan New York 38, New York Seattle 4, Washington 


TEmple 2-6515 REctor 2-3450 MAin 2-8359 


eee el SYBOL 
Ol QUAL 


Now With Miracle 


VALvoull | HEMALOY 
OTOR O74 








What They’re Saying 





About selling out... 
labor relations .. . only 
one source of supply 


6¢I would like to offer one sure cure: we, 
If everyone from top management 


down to the operator of the smallest 
service station will revamp his meth- 
ods and abide by the Golden Rule, 
you may be sure all our troubles will 
end and 1960 will be the best year 
of your life.” John A. Kuether, Mille 
Lacs Oil Co., Milica, Minn., outgoing 


president of Northwest Petroleum »». On your transport & delivery trucks 


Assn. 
Gif the jobber has found his business a Profit from the experience of 
arsigover’ a — tag ' . many other experienced truckers 
may realize a few years trom now tha 4 P a ae i 

what he thought was an enormous sell- we sl and specify fast, positive Viking 
ing price in 1960 was not so outstand- nig: (88 P [Pumps to be sure of efficient serv- 
ing after all. If the economy continues ; , ice and long life. Over many 
mg ee eee as ryt . years, truckers have learned that 
wha e jo r considers aS a §Saie % : +1 - ° 

for ‘security’ maw. net bbe. 0. sncune ’ ae Viking Pumps are often still going 
ten years hence.” North Carolina Oil s strong when trucks they’re mount- 


Jobbers Assn. Bulletin. ~ ed on are worn out. 
Fig. 124 


6CWe have been lulled to sleep by VIKING TRUCK PUMPS GIVE You: 


fancy programs, created by people ° 3 ‘ . 
: s Revolvable casing for handy © Either extra long packing box 
who expect to motivate by the pat port locations. 8 positions. prepare a 8 


on-the-back principle. We are lax in © integral thrust bearing of stur- 

our demands upon labor; and our ex- dy construction. © Safety valve on pump head. 
cuse is that the labor movement pre- © Connection through power take- | i 

cludes quality work and high produc- off. No speed increasers re- © Complete capacity range of 35 
tion. This excuse, to me, is without quired. to 300 gallons per minute. 
foundation. And it is this resignation 
by management that has caused us to 
lose the respect of not labor alone, but 
also of the nonunion employes, poli- 
ticians, educators, and professional 
people.” James R. Riley, president, 
Suburban Motor Freight Inc. 


CThe (domestic) oil producers’ ac- 
complishment in obtaining the import 
program has not been small. I say 
this fully cognizant that the present 
import program is not all that the pro- 
ducer would wish and is not the full 
answer to all our problems. But if 
we did not have the present program, New helical gear drive heavy-duty Viking p 
the industry would be completely de- for heavy pumping applications. They are of r 
moralized and our present problems have five interchangeable helical gear units 
would look small.” L. Dan Jones, with positive delivery up to 164 GPM | 
counsel, Independent Petroleum Assn. operation without protection of any’type 

of America. for many years of efficient operation 


(CWhile it may appear to be mere 
fantasy, it could happen that the very For complete information on both truck mounting and bulk plant pumps, send 
competitive independent marketer for new catalog GR. 


may one day have only one source of 
supply. This could happen if the in- 
dependent refiners . . . elected to eli- 
minate marketing where profit no 


longer exists.” Republic Oil Refining Cedar Falls, lowa, U.S.A. © In Canada, It’s “ROTO-KING” Pumps 
Co. statement. Offices and Distributors in Principal Cities * See Your Classified Telephone Directory 
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OWNERS HEAP PRAISE ON CHEVY'S HIGH-PERFORMANCE POWER! 


“GET IN A PLOWED FIELD 
WITH 7 TONS OF LIME, YOU 
SEPARATE THE MEN FROM THE 
BOYS IN A URRY. nie cons. 


see that medium-duty Chevy hard at it 6 days a week, covering about 200 miles a dey for 
Mr. C. D. Coursey, owner of a lime and fertilizer spreader service. Over plowed fields, fighting mud 
and furrows, its Jobmaster 6 engine pours it on all day and still gets an exceptionally good 10 miles 
to the gallon. Mr. Coursey’s sold on Chevy’s lugging power. “It has plenty,” he’ll tell you. “I can 
get more work done in a day because I can travel faster in the field and on the highway.” He likes 
Chevy’s cab comfort and ride and handling and road-holding ability. He likes Chevy, period. 


gm On a farm or out in the oil fields—get a 6-cylinder engine that can handle big- 
tonnage loads and you’ve got your overhead down where it’s no bother at all. 

That’s the reason you see the big 261-cu.-in. Jobmaster 6 in so many hard-working 
middleweight Chevrolets. This engine’s been building up a reputation over the years 
as the workhorse of the industry. Its valve-in-head design is dedicated to dependability. 
Built to turn out an efficient 150 horsepower (with a high 8.0 to 1 compression ratio) 

and get the most out of every gallon of gas while serving up plenty of load-pulling power. 

That 1960 Thriftmaster 6 pickup you see in the second picture is used as a service vehicle on Mr. 
Coursey’s 700-acre farm—and averages 18 miles to the gallon. 

The thing to do is drop in on your dealer and check the Jobmaster specs in detail. At the same 
time you can get the dope on Chevy’s new work-saving Powermatic transmission. It’s now available 
in Series 60 through 80 models. Talk engines, models, capaci- 
ties, everything. Just be sure to save some time for a trial 
run in a ’60 Chevy. Honest to gosh, you’ve never in your 
life driven a truck like this one. You'll see why drivers are 
praising it to the sky. You’ll see why cargo damage is a pain 
of the past. You’ll see why so many Chevy truck operators 
are able to get more work done in a day. And why the trucks 
are able to go thousands of more miles before trade-in time. 

Make it soon. ... Chevrolet Division of General Motors, 
Detroit 2, Michigan. 














1960 CHEVROLET STURDI-BILT TRUCKS al 
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TAKE A STEP TO 
GREATER PROFITS 
WITH THE LEADING 
LINE OF AUTOMOTIVE 
CHEMICALS 


ONLY THE DU PONT No. “7” LINE... 
offers your stations all these special advantages to increase 
profits during 1960: 


ADVERTISING: The most powerful advertising campaign 
in the industry is promoting No. ‘‘7"" Products to 43 million 
television homes on 7 hour-long network TV shows. Full- 
color, full-page ads in national consumer magazines will 
reach additional millions. 


NATIONAL SALES ORGANIZATION: Thirty-five years 
of working with the service station trade provides Du Pont 
with invaluable experience for training your dealers to sell 
No. ‘'7"’ Products. 


MERCHANDISING AIDS: Free display material and sell- 
ing aids are available for the asking. A new No. ‘‘7"’ Display 
Rack (below) sells by itself . . . pays for itself. 


STRONG SEASONAL PROMOTIONS: Spring and Fall 
extra-profit deals bring dealers more profit than ever on 
No. ‘‘7"" Products. And the Pre-Anti-Freeze Program and 
Spring Drain-Out Program set cash registers ringing in the 
spring and fall months each year. 














FAIR TRADED: Fair Trade consumer prices are rigidly en- 
forced in all states having Fair Trade statutes. The No. ‘‘7"’ 
line is not distributed through the grocery trade. 





Cash in on a “growth” business by selling this national chemical 
line. For complete information write: 
Automotive Specialties, Room N2502a 


E.{.du Pont de Nemours & Co. (Inc.) 
Wilmington 98, Del. 


®€6 us par OFF 


BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 


DU PONT | 


N° “7” PRODUCTS... 


FOR SOARING SALES IN THE SIXTIES! . 
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Don’t settle for half... 


when you can enjoy all of these jobber benefits 


Advertising—Shell supplies jobbers with 
local advertising copy for all major media 
at no cost and then pays 50% of time- 
space costs on a co-operative basis. 


Merchandising—The Shell Jobber Repre- 
sentative and the Shell Retail and Mer- 
chandising Representatives keep the job- 
ber and his organization abreast of the 
latest techniques in service station opera- 
tion and management. 


Consultation — Shell offers the help of com- 
petent real estate representatives, engi- 
neers specializing in construction and 
maintenance, and financial consultants. 


Volume—Shell markets more than one- 
third of its total gasoline and over 70% of 
its fuel oils through jobber organizations. 


Product Acceptance —Shell, one of the coun- 
try’s largest national advertisers, has top 
consumer acceptance. 


Stability—Shell, where legal, may give its 
jobbers exclusive territorial rights and the 
chance to extend contract length up to 
5 years. 


Insurance —Shell offers its distributors the 
many benefits of a’ low-cost group life in- 
surance program . . . with individual 
coverage up to $10,000. 


These benefits are among the many that work hand in hand for Shell jobbers, 
helping them establish and maintain a successful operation. In fact, Shell job- 
bers enjoy many more benefits—reason enough for agreeing 


IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show you why 
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Finance—Shell will assist jobbers in fi- 
nancing expansions and modernizations. 


Flexibility —Shell has a pricing policy that 
is fair and competitive at all times. 


Research—Shell spends millions of dol- 
lars every year on research. Seven Shell 
research laboratories employ 2,000 techni- 
cal experts who constantly work to improve 
and expand the Shell product line. 


Training—Shell conducts Jobber Work- 
shop conferences and Retail Training 
schools in jobber marketing areas. 





New! 
Commando 


8,000 LBS. 
Capacity 


LIFTS 
THEM ALLI 


Here’s high speed spotting for American 

cars, Foreign cars, station wagons, pick-up 

trucks. With minimum effort you reach all 

lifting areas designated by car manufacturers. 

Maximum headroom! Full accessibility for 

rapid repairs. Telescoping 


ingi a 
No other lift out-performs the Swinging Arms 


new CURTIS COMMANDO! 


REMEMBER: - - YOU CAN COUNT ON 


MANUFACTURING COMPANY 
DIVISION 


Write Dept. 60 
1906 Kienien Avenue, 
St. Louls 33, Mo. 


PADS PADS PADS 
NORMAL INTERMEDIATE RAISED 


for most American forall unitized for light trucks— 
and foreign cars. bodies—or optional old model cars. 
for extra clearance. 
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Permeation Barrier 


lengthens hose service life 


Ordinarily the reinforcing layers of an oil loading hose, 
Figure 1, are penetrated by damaging oil hydrocarbon mole- 
cules that can cause separation between the internal com- 
ponents of the hose. This separation often leads to costly 
early failure of the hose. 


That is why Gates Oil Suction and Discharge Hose, Figure 
2, is made with a protective layer of special rubber compound 
between the tube of the hose and the layers of carcass fabric. 
This protective rubber compound acts as a barrier to permea- 
tion and damage by the oil hydrocarbon molecules. 


As a result, Gates Oil Suction and Discharge Hose gives 
you a long, extra period of service life, reducing your hose re- 
placement costs. 


Gates 0. S. & D. Hose is quickly available from distributor or 
warehouse stocks in all major industrial areas. See the yellow 
pages of your telephone book. 





FIG. 1 


The Gates Rubber Company 


Denver, Colorado 


CP-4 t-¥- 9 OTT Mer Tellare 
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. In ordinary oil loading 


hose, permeation of 
the carcass by mole- 
cules of oil can cause 
ply separation .. . re- 
sults in early failure. 


In Gates Oil Loading 
Hose, a permeation 
barrier protects the 
carcass from penetra- 
tion by oil molecules 
-.- greatly lengthening 
hose life. 


The 

Mark of 
Specialized 
Research 





One more way 


Sunoco helps improve 


Close co-operation between TBA and 
motor oil departments is boosting 
sales for both! 


The people at Sun Oil have learned the 
strong sales relationship between filter car- 
tridges and motor oil. 


By simply promoting the two together at the 
pump area—as you see in the photo here— 
they are developing higher oil ratios ... more 
lubrication business...and heavier volume 
on all under-the-hood items! 


No mystery about it. Market research shows 
that among the nation’s 60 million filter- 
equipped cars, only one out of three has its 
filter changed as often as the car maker 
prescribes! 


This means a wide open sales opportunity ... 
and with Fram co-operation, Sun is reaping 
full advantage of it. 


A Fram Filter with every oil change means 
not only an extra filter profit. It also sells an 
extra quart of oil—for the filter. And it opens 


FRAM 


oil ratios! 


the conversation for other replacement sales. 


Fram Filters provide a sound tie-in for Sun 
because of their high quality and volume 
demand. 


Among the millions of car owners who know 
filters by name, Fram gets first preference. 
And recent nationwide audits show that 
more service stations sell Fram Filters than 
any other brand. 


On top of this, Sun also benefits from 
FRAMARKETING*...the complete sales 
development service that Fram offers TBA 
marketers. This service extends to every 
phase of activity to yield maximum filter 
profits in today’s automotive market: serv- 
ice training by over 100 field men, pre-tested 
promotions and sales tools, intensive adver- 
tising to the driving public. 


Why not program filters high on your TBA 
all-over sales plans now... and use 
FRAMARKETING* to help. For details, 
write or phone National Accounts Division, 
FRAM CORPORATION, Providence 16, 
R. I., GEneva 4-7000. 


S¢FRAMARKETING. . . the automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 





iS FIRST... 
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» FOR CLEANER ENGINES! 











SENTINEL BATTERY SEPARATORS 


Ordinary separators have 
embossed ribs. U.S. Sentinel 
Separators have extruded 
ribs, which are integral parts 
of the separator. This is a 
patented feature. 


Here’s why Sentinel Separators cut down on adjustments: 


@ Premature failures of Sentinel* Separators are unknown. They therefore prolong the life 
of plates. 


@ U.S. Sentinel’s ribs are an inseparable part of the separator. 


@ The flat back slows down the sulphation that occurs under self discharge at high tem- 
peratures. 

SENTINEL SEPARATORS ARE ENGINEERED FOR THE LIFE OF THE BATTERY 
The additional months of battery life made possible by U.S. Sentinel Separators far more 
than offset their slightly higher cost. Patented 


Mechanical Goods Division 


ik) United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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A AT GASOLINE HAULING JOBS 


Ferguson-Steere Motor Company, of Dallas, Texas, utilizes 
precision-built hi-tensile steel Fruehaufs for safe and profitable 


FRUEHAUF ar 
TANKS WORK 
PROFITABLY! 





Steel, aluminum, and stainless steel Fruehauf = 
tanks are designed and built to out-last and ME SSE SE 
out-earn all others. Automatically welded A AT PROPANE SHIPPING JOBS 


Fruehaufs are the longest-lasting, safest, most Kool Kitchen Bottle Gas Company, of Oostburg, Wisconsin, 
= z operates two of these Fruehauf LPG units and realizes top 

leak-free vessels in the business. Dollar for hauling efficiency and safety. 

dollar, their specifications exceed all others for 


quality and value. 


’ ‘es 


RUEHAUF i. * 
TRAILERS a ¢ 


A AT CHEMICAL SHIPPING JOBS 


: : Gasoline Transport Company, of Louisville, Kentucky, uses 
For Forty-Six Years, More Fruehauf Tank-Trailers aluminum Fruehaufs for many liquid commodities, including 


On The Road Than Any Other Make! alcohol and various acids. 


World's Largest Builder of Truck-Trailers 
FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue e Detroit 32, Michigan 
Send me complete information on the follow- 
ing Fruehauf Tanks: 

[_] Gasoline [] Propane (_] Chemical 
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Wayne guarantees efficiency 


of its 2-stage compressors 


--- and offers an 
individual performance certificate 


with each unit! 














Similarities in appearance and in certain areas of per- 
formance can sometimes make compressor selection 
difficult. How can you be sure of getting the most for your 
compressor dollar—in terms of operating efficiency, use- 
ful life and freedom from repair? Here are two ways 
Wayne can help you decide: 


Usable air output guaranteed —When you buy a 
& Wayne Air Compressor, you are guaranteed an actual 
usable air output, not just a theoretical displacement rat- 
ing. Each 2-stage compressor from 1 to 10 hp is tested to 
determine how much free air it delivers at 175 psi and 


BS how much electric current is required. On this basis we 
ip guarantee a volumetric efficiency of 75% at 175 psi— 


and back it with a certificate stating the free air output of 
@ each unit. No other manufacturer does this. 


en 


ko Low operating speed—key to compressor life— 
Accelerated wear and premature failure are often associ- 
ated with excessive operating speeds. Yet many 2-stage 
compressors today operate at 800-1000 rpm or more. 
Speeds of Wayne compressors rated 1 to 10 hp do not 
@ exceed 660 rpm—and are comparably low for larger 
models. The result is less wear, longer service life, less 
maintenance cost for you. 


For a booklet on how to select an air compres- 
sor, and data on Wayne compressors — 1 or 2- 
stage, '/s to 20 hp— send for Bulletin WPE-O85A. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation e Salisbury, Md. 
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YOU NEED THIS Light, Diweu 


FOR MODERN STATIONS 


IT 


May, 1960 + 


Only NPI makes the 
PLASTILUX® sign 


The service of a Signvertising® Engineer 
is available to you without obligation. 


NWEaONW PFPHROopPvors 
zIrWOOR FORA TEX 
Esizma 42, Ohio U.S.A... 
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eaten eee eathen eerie, | 


Look at the interior of a Plastilux sign as well 
as the face. See how maximum light power is 
developed . . . how shadow-free engineering is 
perfected . . . how easy, low cost maintenance 
is assured. 


We operate _ service stations. Please 
have a Signvertising Engineer call. 


ne 
Wp iincciinnnpecmnst 
COMPANY 

ADDIS ___.... 
CITY 





YOU SELL MORE 
ON THE INSIDE 
WITH AN OUTSIDE 
COOLER FOR COKE 


Your customers come 
closer to buying TBA 
when they get out of 
their cars for a Coke. 


PRINA 


Vez, 


H 
# 


Al foe eee 1 
Jee al i 
F sin 








MONEY MAKES MONEY! Not only do you make more money on 
the Coke you sell, but coolers for Coke trigger extra sales on high- 
profit TBA items. (8 out of 10 who buy Coke stay around to 
look around!) 


IT PAYS TO ADVERTISE! Motorists will stop where they see the 
familiar cooler for Coca-Cola. Out in plain sight and right beside 
the TBA window display, a cooler will attract more customers 
who buy more things! 


ADDED CASH IN COKE ...TO GO! You build repeat business 
with take-home cartons and cases of Coca-Cola. Approximately 
90 % of customers return empties to place of purchase. 


A WORD TO THE WISE: Keep the bottles of Coke in your cooler 
ice-cold and the cooler itself—full. That way customers all primed 
for a frosty bottle of Coke will never be disappointed. 


Bq embetter’: hie 


Handsome new single or multi-drink coolers are available from your Coca-Cola Bottler. Call him. . . today! 


COPYRIGHT © 1960 THE COCA-COLA COMPANY, “COKE” IS A REGISTERED TRADE-MARK. 
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THE HEART OF EVERY HOME FUEL OIL 
DELIVERY TRUCK IS THE PUMP! 








Ghoice of horizontal or 

vertical 2” suction and Discharge rates 
discharge ports simplifies 30 to 120 g.p.m. 
piping and installation. 


; 4 Rotation can be either 
Cover plates give ready % . aidaaben tes 
ee) eee te ms F q counterclockwise at input 
for i gcd «vege ' shaft, as required. 
without disturbing piping. 


Rugged, durable, cast aye “Remite” self-lubricating- 
iron construction means : seal ends shaft leakage 
long life under the toughest ~ , and customer complaints. 
operating conditions. 


Impeller and diffuser Heavy-duty gear box with 
design eliminates {i helical-cyt ductile-iron 
metal-to-metal contact, gears running ina 
resulting in long service life. bath of oil. 


Gear boxes supplied in 

6 o'clock position but can 
be quickly rotated to 3 or 
9 o'clock position in the 
field if required. 


7 N ow! The new MARLOW UNIVERSAL 


Mounting pads spaced for 
52” or 6” saddle without 
the use of adapters or 
“trick mounts.” 


® truck pump for home fuel oil delivery 


This fine new unit represents one of the greatest advances in 

truck pumps since Marlow introduced the speed increaser 

self-priming centrifugal truck pump to the Petroleum Indus- 

try in March of 1949. There’s no metal-to-metal contact or 

close clearances in this pump; that’s why it maintains full 

capacity throughout the entire life of the unit. And—you'll 

appreciate the unit’s leak-proof “Remite” seal that makes 

messy driveways and customer complaints a thing of the past. 

Here’s a seit tak will make it possible for you “4 realize full MARLOW PUM PS 
utilization of your tank truck investment. Why not write DIVISION OF BELL & GOSSETT COMPANY 
Marlow today for complete information on these new truck MIDLAND PARK, NEW JERSEY 

pumps and the name of your nearest Marlow dealer. Morton Grove, Illinois * Longview, Texas 9.540 
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DYE CONCENTRATES* 


MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE PETROLEUM INDUSTRY 


‘Pioneers i 


FOR USE IN a. Se Also Available 
Gasolines ." Pet : ’ in Dry Dye Form. 


Diesel Fuels 
Fuel Oils 
Lubricating Oils 


Automatic Transmission Fluids 


Deutl-tn Olle ond Gebcses © CALLUS COLLECT FOR FAST ACTION 
PHONE MUlberry 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


Dye concentrates can be 
prepared to specifications. 


Samples and description upon request. 


Patent Pending 
Manufacturing Division: 335 McLean Blvd., Paterson 4. New Jersey 
Marketing Division: 2410 Carew Tower. Cincinnati 2. Ohio 
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For Dependable Air Service 


If you use compressed air, you'll do better with 

Brunner. The nearly forty jobs in garages, NEW WATER COOLED 
service stations and repair shops that depend on AIR COMPRESSORS 
compressed air are important jobs. Shut-down FOR 

on any one of them is costly . . . and such costly 

shut-down is what Brunner dependability has sec a ne coe ca 
been eliminating since 1906. 

Brunner air compressors are tailored to fit 
your layout in sizes %4 H.P. through 50 H.P., 
single and two stage models. There are hori- The new WJ and WK line is designed for 
zontal, vertical or remote tank jobs for “start- Truck Service, 10-15 Pit Large Car Dealers, 
stop” or continuous operation. Famous Brunner Refineries, Bulk Plants. In sizes from 10 H.P. 
“slow-speed” design cuts wear of moving parts through 30 H.P. Request Bulletin 763 for com- 
for longer life and dependable air supply. plete water cooled air compressor specifications. 


JUST OFF THE PRESS! Air Compressor 
Pocket-Guide full of facts for correct selection. 


, Send for your free Guide today. ‘DUNHAM-BUSH 
, Ask for Form #771. 
BRUNNER DIVISION 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 
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TOWN AND COUNTRY SHELL SERVICE 
San Diego, California 


ANDY ss (6s park 


Town and Country Shell Service 
San Diego, California 


extra Lube 
and TBA sales/99 


“Style and appearance mean a lot in our business if they’re backed 
by fast, efficient service. Lincoln Golden Standard Lubreels give us 
both. They permit us to service more cars per hour, and their attractive 
design increases customer confidence, sparks extra Lube and TBA 
a sales. By moving lube jobs and oil changes through faster, we have 


RUSS TWINING more time to sell extra profit services.” 
Owner, Lube Equipment and 

Supply, Lincoln Wholesaler 

making the installation 


Lead with LINCOLN... Add “Show Room Elegance” to Your Lube Room 


Write for new Lincoln Catalog 57, or contact your Lincoln jobber 


*Trade Name Registered 


LINCOLN ENGINEERING COMPANY 
Division of The McNeil Machine & Engineering Co. 
4010 GOODFELLOW AVENUE . ST. LOUIS 20, MISSOURI 
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How Dodge Cab-Forwards 


TOP THE “TILTS” 
in engine accessibility 


New Servi-Swing fenders do the trick! You just unlatch 
them, they swing out 110 degrees and there’s your engine: 
a sitting duck for fast, easy servicing. No costly tilting 
mechanism to go on the fritz. No worries about over- 
head clearance. No locking problems. It’s the new 
approach to engine accessibility. And only Dodge 
offers it! But that’s just the beginning... 


Compact Dodge Cab-Forwards tape just 8934” from 
bumper to back of cab. Driver sits safely behind the 
engine . . . behind the front axle, too, for comfortable 
riding. And he enjoys easy handling, top visibility, easy 
entry-exit and five-way cab ventilation. 


You’ve a wide choice of models from 15,000 Ibs. G.V.W. 
to 76,800 Ibs. G.C.W. Trucks and tractors. Tandems. 
Gas and diesel engines. A great new line of conventional 
models, too. Better buzz your Dodge dealer now. You’ll 
want all the facts . . . and he’s got ’em! 


COMPACT 89%” BBC makes your 
new Dodge Cab-Forward an easy 
handler, helps you meet legal length 
limits, boosts payload potential. 


NEW ENGINE LINE-UP includes new 
gasoline V-8’s from 178 to 228 hp. 
Thrifty Cummins diesels from 175 to 
220 hp. now available for top fuel 
savings in high-tonnage models. 


we 


ete So 
CONVENTIONAL MODELS offer new 
power in a wide choice of wheelbases 


to suit your needs. G.V.W.’s to 25,000 
Ibs. G.C.W.’s to 50,000 Ibs. 


Wa 


DODGE 


TO SAVE YOU 
MONEY IN 


TRUCKS 


A PRODUCT OF CHRYSLER CORPORATION 
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Brame listens to a Gulf Representative Brame Witmer knows it’s the hydrogen purification process that makes Gulf 
explain new direct mail material. Solar Heat burn exceptionally clean and give customers trouble-free heat. 


“It Wasn't Always This 
Quiet at 6:30 A.M.!” 





Brame Witmer recalls the old days of early morning service calls. 

He started in business in 1935 with a secondhand coal truck, 

switched to selling fuel oil in 1945. Today he sells Gulf Solar Heat Go one better 

exclusively. He’s at his desk every morning at 6:30! —Go Gulf 
“Service used to be a problem,’”’ Brame remembers, “‘before 

Gulf developed new Solar Heat. But not any more. Gulf Solar 

Heat burns cleaner, causes less trouble than ordinary fuel oil.’’ 
Get the full story on new Gulf Solar Heat. Learn the many 

advantages you can enjoy as a Solar Heat brand reseller. Phone 

your nearest Gulf office today! SOLAR HEAT 


heating oil 


GULF J. BRAME WIM 


The Witmers’ comfortable house attests to Brame’s suc- All drivers get complete instructions before starting the 
cess. Here’s Dad, Mother, John and Karen. Another day’s run. There isn’t a job that Brame doesn’t know as 
daughter is away at college. well as the man who handles it. 
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INTRODUCING: THE. ALL- NEW 
WORTHINGTON 2K COMPRESSOR 


Lighter and more compact, the new X shape compressor is so vibra- 
tion free we have balanced a coin on it while the unit was running 


Worthington is now introducing a new Monobloc compressor that is not 
only a honey-smooth performer but one that operates with more safety and 
less trouble than any other design on the market today. There are no ex- Gi. A aaa 
posed belts, pulleys, fans or couplings. No belt guards are required. In fact, 
there are no exposed moving parts. The completely built-in motor and the 
compressor are mounted on a common shaft supported by roller bearings. 
It’s a more compact unit. You get more air from less space. / 
The new X shape Worthington Monobloc compressor is available in 
114, 2, 3, and 5 sizes in base and tank mounted models. For more informa- 


tion write to Worthington Corporation, Section 34-2, Holyoke, Mass. WORTH | NGTON 





Only the "GENUINE”’ 


can deliver what you have a right to expect 


Only genuine Eaton Service Parts match the originai 
production axle components in design, metallurgy, 
heat treatment, and quality of finish. Only by 
using genuine Eaton parts can you be sure that 
the newly installed units will deliver the 
same dependable, low-cost performance. 
After many thousands of miles of service, even 
Eaton Axle components may require replacement. 
When this happens, be sure to specify that 
repairs be made with genuine Eaton Service More than 
Parts—it will pay out in extended axle life Twe reg tne aa 
and freedom from schedule interruptions. 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 








sl PRODUCTS: Engine Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet Engine Parts * Hydraulic Pumps 
Truck and Trailer Axles * Truck Transmissions * Permanent Mold Iron Castings * Automotive Heaters and Air Conditioners 
Fastening Devices * Cold Drawn Steel * Stampings * Forgings * Leaf and Coil Springs * Dynamatic Drives and Brakes 
Powdered Metal Parts * Gears * Variable Speed Drives * Speed Reducers * Differentials * Centralized Lubrication Systems 
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the Fined 


in FLYING 


Jet aircraft are the finest in 
the skies today. To keep them 
there requires the very best 
in aircraft fueling service 
and refueling equipment. 


At most of the nation’s major 
air terminals you'll find 
Standard Steel Works name 
on the Refuelers used by 
these famous names in 
Fueling Service. 


the Fimell 
in FUELERS 


a 
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Standard Steel Works, Inc. ° ixctewece no. ceanraneurs. s.¢. 
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Cities Service Puts You 
In The Winner’s Circle! 


Billboards with a sales message that comes across fast! 
They're just part of the Winning Combination you get 
as a Cities Service dealer or jobber. Motorists are seeing 
these traffic-boosting boards everywhere. They mean 
extra profits for Cities Service dealers in °60. 

Of course, the Cities Service program backs you up 
with strong local-station promotional support, too. You 
get the brand of help you need to stay ahead in the race 
for the growing number of gasolene customers! 

It’s a big year for Cities Service all the way round. It’s 


.". 


\m, 4 
arvense 


our Golden Jubilee. We're starting out on fifty more 
successful years. Why not start out with us as a Cities 
Service dealer or jobber? 

For the full story on Cities Service and the benefits 
you can expect as a dealer or jobber, write: Cities Service 
Oil Company, Sixty Wall Tower, New York 5, N.Y. 
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Complete Service Flexibility 


that means Ly 


Fait) 


WEAVER? DELUXE TWIN POST LIFT 
WHEEL ALIGNMENT OUTFIT 


With the Weaver WJ-113 Outfit, service stations 
can offer profitable wheel alignment, without inter- 
fering with other service in the same area. 


The WJ-113 includes a Weaver Twin Post Lift 
and the finest of precision alignment equipment — 
highly accurate 3-Way Gauges that give fast, sure 
readings for Camber, King-Pin Inclination, Caster 
—all measured from the spindles; plus other gauges 
that check toe and turning radius. 

Because of the “above-the-floor” Front Saddle 
with its “Wide Range’ Adjustable Front Adapter 
design, the Weaver Twin Post Lift is the only one 
on which complete cy, ey service can be properly 
ak i Cars are lifted at outer ends of front 


ower control arms, which relaxes front end suspen- 
sion while the vehicle is supported at natural load 


carrying points. 


> Ie 


Las 


@) : 7 = : Pr 
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j 
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When alignment equipment is not being used, the 
same Weaver Twin Post Lift can be used for a wide 
range of service jobs including lubrication and tire 
changing, muffler and tailpipe installation and 
other under-chassis work. ause there are no 
rails in the way, stations can service more cars, 
handle them faster, make more profit. 


LOW-COST DELUXE “ON-THE-FLOOR" OR 
TWIN POST LIFT ALIGNMENT OUTFIT 


The versatile WJ-127 Outfit (WJ-113 without 
EC-102 Twin Post Lift) costs less than 
$550.00. It can be used for ‘‘On-The-Floor”’ 
wheel alignment, as well as with Twin Post 
Lifts already in service. (Current model 
saddles and adapters also required to up-date 
early model Twin Post Lifts.) 


(Left) The WJ-127 Outfit set up for alignment service. 
(Right) Complete WJ-113 Outfit includes: 1— Model EC-102 
Twin Post Lift; 2—W4J-55 Three-Way Alignment Gauges; 
1—WJ-56 Tru-Way Toe Gauge; 1—Pair WJ-96 Adjustable 
Rear Wheel Chucks; 1—Pair WJ-97 Elevated Stands for 
W4J-96; 1—Pair WJ-50 Turning Radius Gauges; 1—Pair 
WJ-51 Elevated Stands for WJ-50; 1—W4J-40 Portable 
Wheel Alignment Tester; 1—W4J-95 Service Step; 1—WJ-54 
Alignment Equipment Display Stand. 


Ask for information about these outfits. Write for Bulletin NPN-486-5. 


WEAVER MANUFACTURING COMPANY, SPRINGFIELD, ILL, U.S.A. 
DIVISION OF DURA CORPORATION 


INE—AND NO ONE BUILDS IT BETTER THAN WEAVER 
SERVICE SHOP 
EQUIPMENT 


eeeeeeeeeeeeeees eeeeeeeeeeeeeeeee 


50 YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 


Complete Weaver line includes: Twin Post* Lifts « Triple Post Lifts* « Frame Type, Roll-on and Free-Wheel 
Single Post Lifts ¢ Unit Lifts « Bumper Jacks « Car Washers « Wheel Alignment Equipment « Headlight 


Testers « Brake Testers « Wheel Balancing Equipment « Jacks e Wheel Dollies e and Air Compressors. 
¢ 
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Report No. 1 on trends in service station lighting 


35-40 footcandle illumination 
costs only $1.19 more a day 


An outstanding example of service station lighting is this crisp, 
bright Sewell Oil Company D-X station in Topeka, Kansas. 
It uses big multiple mercury Revere Ultra-Lites and Revere 
Island Lighters to produce 37 footcandles average illumination 
over the entire service area. 


Original installation (amortized over a 10-year period), 
maintenance and operating costs total only $1.19 per day over 
that of more conventional, less effective installations. The slight 
additional expense is far outweighed by the economic advan- 
tages of superior lighting — plenty of light under the car hood 
makes for better, faster service; flashlights aren’t needed for 
checking the oil or battery; and the attendant is able to spot 
defective fan belts and water hoses, paving the way for increased 
sales of these high-profit items. 


The high intensity, uniform light bathing the service area 
and driveways and extending into the street gives the station 
a bright appearance and inviting atmosphere. Ladies certainly 
are not afraid to drive into this station at night. Motorists spot 
it blocks away, giving them time to slow down and drive in. 








1. Four Revere No. 5440 Ultra-Lites provide overlapping 
square light patterns for complete coverage of service area 
and drives with plenty of light extending into the street. 


2. Ultra-Lites are mounted on Revere No. 199-DB-24 
Hinged Poles for easy cleaning and maintenance. Fewer 
poles are needed where high-intensity Ultra-Lites are used. 


3. Revere No. 3048 Mercury Island Lighters accentuate 
the pump islands and add more light for under-the-hood 
servicing of water, oil and battery. Color-improved JH-1 
lamps are used throughout. 


4. Revere Cluster-Lites are mounted on top of center two 
Island Lighters. Weather-tight Cluster-Lites provide sup- 
plemental illumination for lighting up station exterior. 


S. Eleven Revere No. 1352 two-lamp transformers are 
installed inside station to operate the twenty-two 400 watt 
mercury lamps used in Ultra-Lites and Island Lighters. 


Send for your copy of Revere's lighting equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. * 


7420 Lehigh Ave. ~ Chicago 371, Ill. 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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The Best Gas in the World comes from 
the Best Pumps in the World... 


The dynamic expansion of the world on wheels has 
been pioneered by typical American enterprise — con- 
stantly improving motor fuels and ever-new concepts 
in gas pumping and service. 

In fact, traditional pacesetter in service station 
progress has been the development of new and im- 
proved pumps and service islands. 

The Veeder-Root Computer, known world-wide as 
the ‘‘head for figures,” has helped with this pace- 


New York « Chicago « Los Angeles * San Francisco 
Seattle * St. Lovis « Greenville, S. C. 
Altoona, Pa. « Montreal 
Offices and Agents in other principal cities 


setting too. Improved readability, faster and more 
precise operation, simplified design, and quick and 
easy operation all mean better service and maximum 
profit protection for the service station. 

Now, important new improvements are being made 
available to service station owners and operators 
through the leading pump manufacturers. 

You can always count on: ‘The Head for Figures.” 


Veeder-Root 


HARTFORD 2, CONNECTICUT 


© ‘The Name that County’ 
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NYLON 
THUMP 

CAN 2 
HIT YOU 
WHERE 
IT HURTS! 


It’s a good thing that every American make of 1960 car stands to benefit from the tires made with TYREX cord on 
comes with tires containing TYREX® TIRE CORD. If not, today’snewcars. The smoother, quieter ride they provide 
you’d ali have your headaches with customer complaints makes new cars easier for the dealer to sell. .. makes the 
about “morning thump.” It could even cost yousales-and car maker look good, the tire maker look good, and the 
that would be hard to take. But relax! Asitis,everybody buyer feel good to knowhe’s getting the best of everything! 


TYREX INC., EMPIRE STATE BLDG., NEW YORK 1,N.Y. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of 
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MAKE YOUR SELLING EASIER BY STRESSING THESE BIG 
ADVANTAGES OF TIRES MADE WITH TYREX TIRE CORD: 
@ quietest, smooth- @ run cool for @ strongerfor  @ longer wearing 
est riding tires greater safety at more resistance — proven by test! 
on road today! highway speeds! against impacts! TI Pe EE eS © i -D 


Tyrex Inc. for tire yarn and cord. TY REX tire yarn and cord is also produced and available in Canada. 
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FAIR WEATHER OR STORMY 
... butler canopies build traffic 


You can pump more gallonage—increase oil ratios—sell more TBA when you offer motor- 
ists the protection and convenience of a Butler canopy. Regardless of blazing sun or 
driving snow, customers can drive in easily and buy in comfort, both in and out of their 
cars. Occasional customers become regulars—transients are instantly attracted. And, the 
sheltered atmosphere makes it easy to “get under the hood”... oil and TBA sales mount. 

As a plus, station employees work faster and more efficiently because they are pro- 
tected from the weather. Equipment requires less maintenance—displays and signs keep 
their sales-attracting appeal longer. And, the flexibility of the Butler Building System 
lets you plan your island locations where they will accommodate maximum traffic and 
allow even the largest vehicles on the driveway. 

Profitable stations with traffic-building canopies can be built quickly and economi- 
cally with pre-engineered Butler building components. Precision-manufacture permits 
fast erection —factory-fabrication offers mass production economies. 

Let Butler be your partner in planning for more traffic. For full details on Butler 
canopies and service station buildings, call your Butler Builder. You’ll find him listed 
in the Yellow Pages under “Buildings” or “Steel Buildings.” Or write direct. 


BUTLER MANUFACTURING COMPANY 
7454 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Metal Buildings » Equipment for Farming, Oil Transportation, Outdoor Advertising » Contract Manufacturing 
Sales Offices in Los Angeles and Richmond, Calif. « Houston, Tex. +» Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, Ill. « Detroit, Mich. 
Cleveland, Ohio « Pittsburgh, Pa. « New York City and Syracuse, N.Y. * Boston, Mass. « Washington, D.C. « Burlington, Ontario, Canada 
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590-H Reattachable Gas Pump Coupling 
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HOSE COUPLINGS BY | 
SCOVILL ANSWER ALL; 
VITAL QUESTIONS 


520-H Fuel Oil Coupling, 
Permanently Attached 
570-H Gas Pump Coupling, Permanently Attached 


When you next specify fuel oil and gas pump couplings, 
ask yourself these 3 vital questions. . . 


| Where can I get economical, dependable couplings? Scovill was the first to design and 
manufacture couplings for modern hoses—and is, today, the nation’s leading supplier of fuel 
oil and gas pump couplings. With Scovill couplings, you are assured top quality, trouble-free 
operation. Anchorage on Scovill couplings is positive and permanent (Scovill couplings are 
subjected to as many as 7,000,000 cycles in flexing tests without signs of failure!) Scovill 
ferrules are of high strength, cold drawn copper alloy with straight sides that parallel the 
body. They have rounded edges —will not snag on curb stones or shrubbery. And the retaining 
grooves in female section hold washer in place—prevents loss when coupling is disconnected! 
4 Where can I get immediate delivery? Scovill maintains a wide range of strategically placed 
sales offices and warehouses. They stock a full line of all couplings—from 34” to 3” in fuel oil 
couplings . . . and all standard sizes in gas pump couplings. Orders are processed and shipped 
without delay. «) Where can I get immediate service and expert advice? Scovill has the largest — 
and the finest —sales and service force in the industry. They stand ready to consult with you 
wherever and whenever you wish. For complete information, write: Scovill Manufacturing 


Company, Industrial Coupling Division, Waterbury 20, Conn. ~aacoame . | ee 
Hose couplings by SCOVILL 


MAIN OFFICE: 99 MILL STREET, WATERBURY, CONN. © CLEVELAND: 4635 W. 1G0TH ST. + GREENSBORO: 1108 EAST WENDOVER AVENUE » HOUSTON: 2323 UNIVERSITY BLYD. 
SAN FRANCISCO: 434 BRANNAN STREET + TORONTO: 334 KING STREET, EAST 
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troubled 
be with 


When unloading transports carrying gasoline or 

fuel oil, a condition often occurs which produces air 

or vapor in the liquid. This causes binding or clogging in an ordinary 
centrifugal pump. Up to this time the only answer to this 

problem has been a more costly self-priming pump. Now Ingersoll- 


Rand has solved this problem with the new “Vapor-Flo” Motor- 
pump. This is a centrifugal pump with a special patented impeller 
that cannot clog or bind. “Vapor-Flo” units cost less than self-priming 
oumps but are up to 20% more efficient. Get complete details 

from your nearest Ingersoll-Rand office or your Oil Equipment Jobber. 


of pump progress 


from the leading manufacturer . . . 


Ingersoll-Rand 


82A9 11 Broadway, New York 4, N. Y. 


OTHER I-R PUMPS FOR LIQUID FUEL SERVICE 


Self-priming pumps Horizontally split pumps Cradle mounted pumps 
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Competing with service station dealers coast to coast, Atlantic Dealer Roy E. Poust, Naugatuck, Connecticut, was named “Retailer of the Year by Brand Names Foundation, Inc 


IT TAKES A GOOD MAN AND A GOOD BRAND TO MAKE A WINNER 


The Atlantic Refining Company heartily congratulates Mr. Poust is the fifth Atlantic Dealer since 1952 to 
Roy E. Poust, Naugatuck, Connecticut, on being chosen win the Brand Names First Award. In that time 19 
by Brand Names Foundation, Inc. as Atlantic Dealers have been named 
“Gasoline Retailer of the Year.” , >. among the top five winners in this 
Since entering the service station busi- ~ annual competition. 

ness with his father in 1940, Mr. Poust Atlantic takes this opportunity to wish 


has displayed an active interest in » or continued success to Mr. Poust and 


community activities, as well as sound iT) | to over 8000 other Atlantic Dealers 
business leadership. The Brand Names - - from New England to Florida. These 
award is an outstanding tribute to his ; are the men behind the words... 
energy and ability. Atlantic Dealers Charles Lott (left) and Ellsworth  “A#/antic keeps your car on the go. 


Frazier were chosen Second and Fourth, respectively, 
in national Brand Names competition CONFIDENCE 


BRAND 
NAMES 


SATISFACTION 


REG. PENDING 


THE ATLANTIC REFINING COMPANY Producer, refiner and marketer of quality petroleum products 
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@iP-46 FRAME 
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ARMS PIVOT 


wy 
ra 


IMPROVED 
DESIGN 


BETTER ARM 
CONSTRUCTION 


INCREASED 
PICK-UP RANGE 
FLEXIBILITY 


PICK-UP PADS ADJUST TO 
THREE HEIGHTS — Rotary’s new 
ARMS TELESCOPE | a f Pick-Up Pads rotate in a full 360° 

: circle and are adjustable to three 
height settings. This extreme flexibility 
permits correct positioning to lift any 


4 
x 
| 
| 
| 
| 
| 
| 


1 
| car at manufacturer’s prescribed pick- 
; up points. With unitized frame con- 
| XS PICK-UP we struction on many cars and various 
/ ROTATE 360 other types of frame design, this fea- 
| : ture is a big time-saver and contributes 
| to safe operation. 
Normal position 4-13/16” above floor 


NEW TYPE ARM CONSTRUCTION 
Mid-position 7-9/16” above floor 
Instead of the usual heavy, solid stock, Rotary developed a formed steel 
arm with welded interior reinforcing bar for the FP-46 Lift. This con- 
struction, new in the automotive lift field, provides ample strength with 
a considerable reduction in weight to make the arms much easier to swing. 
Additional ease of movement is assured by a super-smooth milled surface 
on the pivot end. Rounded arm contours are modern in appearance, and 
prevent tire damage if a car is driven over the lift. Positioning handle 
permits adjustment of arms and pads without reaching under car. High position 11-3/4” above floor 





LIFT 


MODERN SERVICE STATIONS 
NEED THIS MODERN LIFT 


The FP-46 has the greatest flexibility in pick-up 
range yet achieved in an auto lift. Arms pivot in an 
arc to provide a reach of 88” and a spread of 87”. 
Telescoping action shortens or lengthens arms as re- 
quired. Pick-Up pads rotate in a full circle and are 
adjustable to three heights. Overall width of lift is 
only 26”. Extra narrow construction provides more 
accessibility to under-car parts, takes less floor space. 

These features, plus the dependable Rotary jack 
construction, make the FP-46 Frame Lift ideal for 
service stations. It will handle cars for lube jobs, oil 
changes, tire work and repairs with speed and safety. 


Lift all makes of cars safely on the FP-46 Frame Lift 








FP-46 FRAME LIFT 


This close-up shows how the FP-46 pick-up ROTARY LIFT COMPANY, Division of Dover Corporation 


pads adjust perfectly to the Chevrolet Cor- 

vair. The recessed contact point is inacces- 

sible to some types of lift supports. First name in oil-hydraulic auto lifts—passenger and freight 
elevators—industrial lifting devices. 


Memphis, Tenn. — Madison, Ind. — Chatham, Ontario 





Forged quality 
—precision 
machined \ 


Uniformity 
Extra reinforcing 


Large cam ears 
for long life 


Forged 
handles 
for 
greater 
economy steel pins 


Uniform wall thickness 


Gasket recess assures 
proper placement 


Superior quality forged body 
—precision machined 
—accurate tolerances 


et the Best! 


len! EWER-TITE 
Quality Quick Couplings =: 


and Coupler 


tight and leak-proof—and so quick that you save 
time and money. Built-in quality reduces wear and 
a Dust Plug 
maintenance costs, too. 
Available in Brass, Malleable, Stainless, Aluminum, 
Monel or other materials on request. 
j Ask your distributor now 
U EVER-TITEs 


Male Adapter EVER-TITE COUPLING co. INC. EVER-TITE 
Female Coupler 254 West 54th Street, New York 19, N.Y. Dust Protectors 


Ever-Tite Couplings give you connections that are : 
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Ahead of the News 





IN WASHINGTON 


Fair-Trade Boost—The federal fair-trade bill is getting 
a new push. Amendments have been presented to 
Congress designed to reduce opposition from many 
quarters, including oil jobbers. If the House commerce 
committee accepts the amendments, it will ask the 
rules committee for another hearing. Druggists are 
the principal advocates of federal fair trade. 


Residual Probe—Federal Trade Commission is in- 
vestigating whether such practices as price discounting 
are behind the residual shortage reportedly imminent 
on the East Coast. Three importers (including Jersey 
Standard) have been bringing in residual at a rate that 
indicates their import allocations will be exhausted 
well before the end of this allocation period on June 30. 


Natural-Gas Rate Cut?—Natural-gas rates could be 
reduced as a result of increased sales of helium, says 
FPC chairman Kuykendall. The increased income from 
the sale of helium could be credited against the cost of 
the gas and therefore form the basis for a rate decrease. 


Income-Tax Test—California Co. will take its case 
against Colorado’s gross income tax on oil and gas pro- 
duction to the U.S. Supreme Court. The court is ex- 
pected to rule by July whether it will accept the appeal. 


AROUND THE COUNTRY 


Four-Grade Marketing—Esso Standard is marketing 
a fourth grade of gasoline (reportedly about 89 octane) 
in some weak-price areas of Virginia. 


Pauley Enters Marketing—Producer-refiner Edwin 
W. Pauley is expected to re-enter marketing on the 
West Coast as an integrated independent. Coast oil 
men say Pauley is currently looking for station sites. 
A release announcing the move was withdrawn after 
distribution last month, so Pauley is giving out no in- 
formation. But speculation is that his new company, 
headed by ex-Hancock sales manager Joe W. Perry, 
will operate as a private-brander and use the blending 
pump. (For a progress report on blending pumps, see 
page 95.) 


Indiana Expanding Westward?—Indiana Standard 
is considering consolidating subsidiaries’ operations 
with a view to extending marketing of principal prod- 
ucts to the West Coast. The westward move involves 
possible acquisition of Douglas Oil Co. of California, 
a matter complicated by a “first refusal” option Douglas 
had tendered Continental Oil. 
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Secret’s Out: New Humble Brand Is ‘Enco’ 


Humble Oil & Refining Co.’s new Ohio division 
will market gasoline under the “Enco” brand, prob- 
ably using red letters within a blue oval. Acceptance 
in Ohio is expected to determine whether “Enco” 
will be used in Humble marketing areas outside 
Esso Standard territory. 

“Enco” is seen as a contraction of Enjay Co., a 
Standard Oil Co. of New Jersey affiliate that has 
marketed petrochemicals nationwide for many 
years. Some insiders believe Enjay could eventually 
replace Humble as the name of the national oper- 
ating corporation. They also note the new brand’s 
similarity to “Esso,” allowing possible future con- 
solidation of all Jersey operations under one name. 

An alternative name understood to have been 
considered, “Esco,” may still be a future possi- 
bility. 











Buying Time?—Humble Oil Co. is reported trying 
to buy Time Oil Co. A rumor has it that Time asked 
$28-million, $7-million more than Humble was willing 
to pay. Time’s marketing properties would be a valu- 
able addition for Humble’s Carter-Oil-Co., which is 
still struggling for greater representation in the North- 


west. 
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Better-Profits Drive—Socony Mobil will spend about 
10% more for capital and exploration expansion this 
year than in 1959 in a drive for greater profitability. 
The company will continue to put “heavy emphasis” 
on cost reduction, says president A. L. Nickerson. 


New OHI Head—Charles H. Burkhardt, national 
chairman of OHI’s distribution division since mid- 
1955, will become acting managing director of Oil- 
Heat Institute of America. He takes over from Ralph 
H. J. Becker, managing director for 10 years, who 
resigned, citing ill health and doctor’s orders. Burk- 
hardt will hold down both jobs for now. 


More Money for Burner Research — American 
Petroleum Institute’s marketing division this month 
will be asked to approve a request for $500,000 to 
carry out 49 specific oil-burner research and develop- 
ment projects outlined by research consultant David 
Locklin. Details will be kept “off the record” until 
marketing, research, and top management digest Lock- 
lin’s 150-page report and act on the fund request. Fuel- 
oil committee members think the burner research 
project should remain with API until a united oil-heat 
trade association gets going. Latest target date for 
that is Jan. 1, 1961. 

More Ahead of the News > 
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Ahead of the News 


TV Takes No. 1—For the first time, television is 
getting more of the oil industry’s advertising money 
than any other medium. Figures just released by the 
Television Bureau of Advertising show that oil com- 
panies spent $32,831,894 in TV in 1959, a 17.3% 
rise from the preceding year. Texaco Inc. spent the 
most, $6,464,169. 





Rebirth for Liquid Fertilizer—Allied Oil Co. of 
Cleveland says it senses a revival of interest in liquid 
fertilizers by a few big-city heating-oil jobbers in the 
Midwest. 


Smog Control—California will soon require exhaust- 
control devices on all motor vehicles. Other states may 
take similar action, particularly those with large cities 
where the smog problem is acute. Under the new law, 
smog-control devices will be required on all new gaso- 
line-burning cars sold in the state one year after two or 
more devices have been found by a 13-member board 
to be effective. Smith Griswold, director of the Los 
Angeles pollution-control district, says he’s confident 
devices can be certified in time to go on new 1961 
cars and even on some 1960 models. 


Canadian Gas—Natural gas from Canada is set to 
enter the U.S. as soon as the U.S. Federal Power Com- 


mission gives the go-ahead. Canada’s National Energy 
Board approved export applications of four companies 
totaling 1-billion cf/d to upstate New York, the upper 
Midwest, and the West Coast. The “border” prices 
for Canadian gas are higher than existing contracts in 
Canada, and in some cases well above prices being 
paid for U.S. gas by the same purchasers. 


New Antifreeze Lineup—Dupont’s new never-drain 
antifreeze, “Telar,” introduces another new product into 
a field that’s seen little radical innovation in the past 
20 years. Unlike Dow Chemical’s “Dowgard,” which 
is a complete coolant liquid, Dupont’s product is being 
offered to oil companies for that portion of their dis- 
tribution going directly to dealers. “Telar” will be fair- 
traded at $5 gal. installed, with a dealer margin of 
3342A%. 


No-Change Motor Oil Coming?—In the laboratories 
now is a motor oil that can last the life of the auto- 
mobile, says Dr. W. A. Zizman of the Naval Research 
Laboratory. The motor oil is a silicone fortified with 
iron, copper, or cerium. The addition of the metals 
extends the lifespan of the silicone 100 to 1,000 times. 
Dr. Zizman described the oil to the American Chemical 
Society in Cleveland. 
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Advisory Group May Dissolve—API’s commission 
wholesale marketers advisory committee may be dis- 
solved unless greater need for its continuation is shown, 
says A. J. Rumoshosky, director of API marketing 
division. Initiative for continuing the committee rests 
with commission wholesalers because they originally 
urged formation of the group within API. 


Invoice Shows Taxes—Shell Oil Co.’s credit-card 
statement now carries in red letters this notation: “In- 
voices include state and federal gasoline taxes. See 
reverse side for rates applicable to your state.” On the 
reverse side are listed the combined state and federal 
gasoline taxes for each of the 50 states and the District 
of Columbia. 


Smaller Heating Equipment—A manufacturer of oil- 
heating equipment is field-testing a new boiler unit 
that’s been reduced to 2 cu. ft. in size, making it small 
enough to go into a pit outside a house. Outside installa- 
tions, says the manufacturer, will save the cost of build- 
ing a chimney to vent combustion gases. Making the 
unit smaller increases efficiency and reduces manufac- 
turing cost. 


Oil-Fired Air Conditioner—Arkla’s oil-fired year- 
round air conditioner is practical and is the only one 
likely to be on the market in the next three to four 
years, according to David Locklin, research consultant 
of the API Fuel Oil Committee. A subcommittee has 
been asked to help Arkla set up a market development 
plan for the new unit. 


New-Burner Tests—Operation Oil Heat Associates, 
a jobber-financed research group, will begin this sum- 
mer six-month field tests of its new burner. Among 
new features is an ignition system that replaces the 
conventional transformer. 


Now an Oil-Heat Day—The heating-oil industry, 
celebrating its 75th anniversary this year, plans to get 
a little more publicity mileage out of its aniversary 
with an Oil-Heat Day. Oil-Heat Institute of America, 
which is behind the diamond-jubilee affair, says Oct. 11 
has been tentatively selected as Oil-Heat Day. 


Oil-Heat Subsidy Plan—Fate of the West Coast’s 
full-scale (five-state) equipment allowance program, a 
major-jobber subsidy to speculative builders to get 
more oil heat in new homes, will be decided this 
month. Not all West Coast majors seem keen to put 
up their share of the $100,000 kitty. Under present 
plans, heating-oil jobbers representing these majors will 
not. be eligible to offer builders the equipment allow- 
ance. 
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Trends to Watch 





a price crisis ahead? Some experts think so, unless the spring demand curve 
| spectacular upward swing. And the crisis might not be in the market- 

. Then, again, it might. 
might come come in the form of a crude price break, some experts be- 
crude price today is under strong pressure from two directions: poor 
tions in the marketplace, and ‘the threat of cutthroat competition from the 
Russians, ¢ One forecaster says the Soviets “are dumping so much for so little in 
so many places that they are on the verge of pushing the oil industry out of a 
depression and into a crisis.” He says major oil companies are “already far along 
with substantial, if as yet unpublicized, cutbacks in programs for the future, and 
the effect of a break in crude prices will be to lower their sights still further.” 


It could come in the form of generalized price wars that would make this 
winter’s look like just the beginning. Nationally, pump prices this year have been 
getting worse every month, sinking to a 10-year low last month. Look at these 
six-month figures, ex tax: 


October 21.37¢ January 20.664 
November 20.70 February 20.26 
December 21.18 March 20.20 


In some areas—Waco, Tex., Seattle, Wash.—prices this winter dropped as 
low as 5¢-4¢ gal. ex tax. Crude costs 8¢ gal. at the wellhead. This sort of thing 
can’t go on too long. 

Is it too late to avert a crisis by cutting production allowables further? Impossible 
to say. But many marketers believe the heart of the trouble lies in the hesitancy 
of Southwest authorities to slash allowables uncompromisingly. They say a nine- 
day allowable—which prevailed over the last half of 1959, and was restored for — 
April—is still too much, in view of existing oversupply. As one marketer puts it, 
“They come into the bathroom and see the tub is overflowing and the baby is 

ing. So they sit and think, and finally they jump up and say, ‘Turn the 
faucets back a trifle, boys, but don’t let’s put the water company out of business! ’ ” 
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Your Personal Business 





If you’re planning to visit Europe this year, why not do it behind the wheel of a 
new sports car, either purchased or rented? As a motorist, you can adjust you 
schedule to suit your own preferences. 


Whether renting or buying the foreign car, you can wrap up the whole dea 
before leaving. Almost all major European brands have U.S. agencies eager to 
work out the details for you. They'll have a car ready for you when you step off 
the plane or ship. ; 

e Avis will supply you with an Opel station wagon at $4.50 a day plus 3.5¢ 
per kilometer, or a Vauxhall Cresta at $5 a day plus 3.5¢ per kilometer. You can 
pick up a car anywhere in Western Europe. 

@ Volkswagen will settle the deal here and deliver the car to you in Europe. 
You save a little on tariffs and have the car shipped home from Europe. 

e@ A unique deal is offered-by Cars Overseas in New York City. Pay the price 
of a Peugeot sedan here in New York (2,295) and the agent hands you your 
round-trip economy fare to Paris. There you pick up your car and drive it around. 
When you're ready to come home, the agent pays for the shipment of the car to 
the U.S. Then you pay the duty when it arrives, about $85. They offer a Renault 
Dauphine in a similar deal (New York price of $1,645 plus an off-season round 
trip ticket). 

A visit to the local AAA will supply you with an international drivers license 
good in any European country. AAA will also help out with road maps and 
tour literature. 


pene ta 


—NPN— 


A unique kind of insurance, covering the risk of cancer, is being offered by a 
New York City insurance firm. Launched in a series of intensive newspaper ads 
early this year,..the.program resembles, to a degree, the “polio insurance” pre- 
viously offered by the same company. 

For a premium ranging from $3 to $13 a month depending on age, the buyer 
gets a renewable-for-life family (or individual) policy. Surgical, medical, hospitali- 
zation, nursing, and miscellaneous expenses are covered up to $3,000 annually, 
or a maximum total outlay of $10,000. The policy covers malignant neoplasms, 
leukemia, and Hodgkin’s disease. No medical examination is required. Policies are 
sold by direct mail. 

The insurance firm is Standard Security Life Insurance Co. 


—NPN— 


Suggested Reading: One of the best profiles yet to be produced on the fabulous 
Jean Paul Getty is Ralph Hewins’ The Richest American (E. P. Dutton, $5). 
For a change, the writer gives some sharp attention to Getty’s talents as a busi- 
nessman and empire builder and relegates personality quirks to their proper place. 
Hewins tells the fantastic story of the young man who made his first million at 23 
and then went on to become a living legend. A must for oii men. 

Ever promote the wrong man to the wrong job? Find employes losing interest 
in their jobs?. McMurray’s Management Clinic (Simon and Shuster, $4.95) may 
help. Robert N. McMurray has gathered 89 typical personnel-management prob- 
lems and offered some searching and careful solutions. 

From the presses of the American Management Association comes Labor 
Turnover: Calculation and Cost (AMA Research Study 39, $5.25). Stiff reading 
in parts, but it is an authoritative study. 
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DAYTON, OH!IO—Storage for 14 million gallons of heating oil; metered loading racks; high-speed pumps; and modern filter. 


Sun’s new Rhode Island and Ohio facilities 
speed loadings of cleaner, drier Sunheat 


Protected by modern filters, the 
latest in dryers and new tank traps, 
...Shipped from new refining 
units ... delivered through high- 
speed pumps... today’s SUNHEAT 
is moving faster and faster for 
more and more distributors. 


Choice distributorships for sSUN- 
HEAT, the quality-blended heating 
oil, are open in many areas. Blue 
Sunoco gasoline distributorships 


are open in a few areas. Sun has 
one of the lowest dealer and dis- 
tributor turn-overs in the business. 
The reason: territorial assignments 
that assure profitable volume. 
There are other benefits, too. 


Get all the facts by writing today 
to: Fuel Oil Department NP-5, 
SuN Or Company, 1608 Walnut 
Street, Phila. 3,:Pa.! All in- 
quiries will be confidential. 


MAKERS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES \_ 
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This $17.50 Schick Ladies Crown 
Jewel costs your dealers nothing 
when they buy ‘the new Purolator 
air filter Bonanza. The shaver comes 
packed right in the Bonanza carton. 
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FILTER BUNANLA 


This time—a wonderful gift from your dealers 
to the ladies—the beautiful new, *17% 


Schick Ladies Crown Jewel Shaver! 


Here’s all your dealers 
Here’s the air filter Bonanza you asked do to get this 
for! An exciting offer that will undoubt- $17.50 Schick Shaver 
edly match the success of Purolator’s at no extra cost! 
year-opening oil filter Bonanza in which @ Buy the $41.14 Purolator Air Fil- 
the nation’s dealers received thousands of ter Bonanza refill assortment of 
Schick 3-speed Shavers. This time the 15 fast-moving air filters 
offer is the beautiful, practical Schick @ Included right in the same package 
Ladies Crown Jewel Shaver—a gift that is the Schick Ladies Shaver 
your dealers can take home. 


How to sell more Purolator air filters this summer! 
Just tell your dealers to remind their customers how a clean air filter in- 
creases gasoline mileage . . . gives a car more pep and power. That’s what 
we'll be doing 13 times every weekend on NBC’s MONITOR RapIo from 
July 2 through the Fall to a total audience of 17 millions every weekend. 


The Standard Equipment Line 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


“Purolator” Reg. U. S. Pat. Off. 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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Profits? 


Sinclair’s Triple X Multi-Grade Motor Oil now contains 
nickel, an amazing anti-wear additive. Here’s how 
it works... 


Wherever there’s high pressure, molecules of nickel in 
this oil form a thin, tough plating to fight wear, rust and 
corrosion. It gives protection where it’s needed most. 


New product development is only one reason why it pays 
to be a Sinclair Distributor. 

As soon as you acquire the Sinclair franchise, the entire 
Sinclair Organization is primed to help you get rolling 
— and keep rolling. 

You get the kind of financial help and administrative 
aid you need. You get assistance in bulk plant operation 
and service station development, too! 

To build extra fuel oil, industrial and farm gallonage, 
Sinclair puts a complete sales training package at your 
disposal. 

See your Sinclair representative today for more details, 


or write Sinclair Refining Company, 600 Fifth Avenue, 
New York 20, N. Y. 


Sinclair" 
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Mighty Good Business 


HE LATEST STUDY on jobber earnings 

reaffirms a point nobody will dispute: The 
jobber business can be a mighty good business 
indeed. 


The value of this study is that it develops 
some new statistical information on jobber 
earnings, fortifying two beliefs that have been 
based mostly on observations and impressions. 
(The study was made by Dun and Bradstreet 
under the sponsorship of the Cities Service mar- 
keting companies. A report on the Dun and 
Bradstreet survey is on page 89.) 


@ It pays to grow. The survey shows that 
as a jobbership becomes larger, three things 
happen: (1) Net profit increases, (2) return on 
investment increases, (3) expenses decline. 

In this survey, a net profit of 1.4% on sales 
is made by jobbers whose sales volume is under 
$500,000 a year. Jobbers whose volume is be- 
tween $500,000 and $1-million make 1.6%. 
Those over $1-million report 1.8%. 

The return-on-investment figures are even 
more impressive: 5.3%, 6.5%, and 10.6%. Ex- 
penses drop off this way: 16.7%, 16.3%, and 
13.2%. 


e@ Jobberships can justify the investment. 
The value of a typical jobbership in the Dun 
and Bradstreet surveys rises 830% in 20 years, 
or at the rate of about 40% a year. 


Not all jobberships justify the investment, of 
course; and not all will show that much in- 
vestment increase. But such a gain is not un- 
usual because in this survey that was the median 
growth. 

There is quite a disparity between small 
jobbers and other jobbers. Because the Dun and 
Bradstreet survey covered a broad cross-section, 
the true position of the small jobber is not re- 
flected in the results. 

Because there is such a difference, the two 
groups could almost be placed in separate cate- 
gories. Many of the small jobberships differ from 
substantial jobberships in that they represent 
a minimal operation with little or no facilities 
and comparatively small overhead. 

The general concept of the jobber is that 
of a distributor with a solid investment and 
operation. He is the one represented in this 
survey, and he stands out as a substantial man 
in a good business. 


On Price Protection and Discipline 


ASOLINE “BOOTLEGGING” has become 

a real headache for the industry, while be- 
coming quite a profitable sideline for many 
marketers. 


There’s nothing new about it. However, with 
the entrenchment of retail price allowances, 
gasoline “bootlegging” has spread rampantly. 
It enables wholesale distributors and dealers to 
take advantage of cheap product in depressed 
markets by buying low and hauling to a solid 
market for a brisk profit. (See page 87.) 

This demonstrates a flaw in price protection. 
While ostensibly providing aid for dealers in 
depressed markets, price protection offers some 
marketers a chance to MOVE a lot of product. 
It also upsets markets. You can’t fault inde- 
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pendent businessmen for exploiting a situation 
created by suppliers who are willing to sell at 
any price. 

It underlines a weakness cited by John D. 
King, Cities Service (Del.) marketing vice presi- 
dent, in an NPN interview (page 30). Too 
many marketers are bent today on MOVING 
product, not SELLING it. 

These practices probably wouldn’t matter if 
everyone fared well. The trouble, though, is that 
quite a few little fellows have been getting hurt, 
victims of chaotic marketing conditions over 
which they have no control. This calls for self- 
discipline within the industry. Otherwise, the 
persistence of these conditions invites govern- 
ment inspection. 





MA Corton Fat 


FROM OIL EQUIPMENT HEADQUARTERS 


An entirely new concept in Liquid Seal Vents. 
ee een 





MORRISON 
BROS. 


NOW... use our skilled 


Engineering Service. Our trained staff of 
engineers is ready to serve you at all times. 


Send your problems to Morrison Bros. Co. MORRISON BROS. CO. 
OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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modern 
portable 


REFUELING 


UNIT 


FOR FAST, ECONOMICAL, 
CONVENIENT... 
JOB SITE REFUELING 


In our mobile society, the successful know that profits are 
gained by having all essential materials and equipment 
where they are most needed. This Modern portable 
refueling unit is the answer to an ever-present demand to 
have your refueling materials when and where you want 
them .. . It’s easy to own this modern portable refueling 
unit. Write today for descriptive literature and prices. 


modern welding company 


incorporated 
Owensboro, Kentucky 


Burlington, lowa, Houston, Texas 
Newark, Ohio, Orlando, Florida 
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Edward E. Ross has been a Skelly Dealer at 5602 East Harry, Wichita, Kansas, 
for six and one-half years. During this time his gross sales have increased 


an average of 10% a year. 


Edward E. Ross, Wichita, Kansas, says: 


“My gross sales increased more than $6,000 
during Skelly’s second ‘You Start’ campaign” 


“To show you how effective 
Skelly’s second ‘You Start’ cam- 
paign was, people were still signing 
up for it at my station last March— 
four months after the promotion 
started. No wonder my gross sales 
increased more than $6,000 over 
the same period in 1958-59! 


“tt may sound unbelievable, but 
my ‘Big Ticket’ sales averaged $67 
each during the campaign. (A ‘Big 
Ticket’ sale is any sale of $30 or 
more.) You can see why, when you 
consider we sold 100 of our 8.50x14 
tires in the first two months of the 
promotion. And we sold about an- 
other 100 tires by the end of March. 


“Half of our extra $6,000 in gross 
sales came from our increased tire 
sales. The other half was made up 
of extra sales of motor oil, anti- 
freeze, chains and other accessories. 


“About 250 ple signed up for 
a Guaran Start Certificate at 
my station. And everytime we made 
a call to get one of these folks 
started, Skelly and I made a cus- 
tomer for life. 


“You should have seen my three 
men push the promotion! And for 
good reason. Each of them won a 
camera, a shotgun or a radio, plus 
other valuable prizes for their hard 
work. I figure I won about $90 in 
prizes, too! 


“Year before last, when Skelly held 
the first “You Start’ campaign, my 

sales went up quite a bit. And, 
since they really shot up last year, 
I’m sure looking forward to the 
third ‘You Start’ campaign again 
this fall. 


“The best part about the “You Start’ 
campaign — and all Skelly cam- 
paigns—is that they give customers 
some good, solid reasons to use 
Skelly products. 


“In my six and one-half years of 
ap a Skelly Dealer, I couldn’t 
ask for better folks to do business 
with. If you’re looking for a profit- 
able franchise, with pleasant people, 
talk to Skelly first.” 


For full details on how easily you 
can have a Skelly franchise, fill out 
and mail coupon at right, today. 


| 


po rrr - 


| SKELLY O1L COMPANY 
Franchise Division 

| 605 West 47th Street 

| Kansas City 41, Missouri 


Please rush me full details on how easily 
| can have a Skelly franchise. | realize all 
inquiries will be held in strict confidence. 


| Name 





Address. 





City. 








State. 


| Present 
Cl cece ape gy NE EOE ST 





DIVISION OFFICES: Aberdeen @ Chicago @ Dallas @ Denver @ Des Moines @ Kansas City @ Lubbock @ Omaha @ St. Louis @ St.Paul @ Tulsa @ Wichita 
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National Petroleum News 


New Industry Problem: Bootlegging 


ee er 


In some price-war areas, jobbers and dealers are turning fast profits 
by buying at depressed prices, selling at normal prices in other, more 
stable areas. Here's what's being done to curb the practice 


GASOLINE BOOTLEGGING, or cross-hauling, 
is a mounting problem in marketing today. It’s 
most serious in North Carolina’s price-war areas, 
and some majors and jobbers say it’s becoming 
more of a factor in the Minneapolis-St. Paul and 
Detroit-Toledo markets. It’s been reported in some 
New England metropolitan areas. 

Some say there may not be anything illegal or 
unlawful about bootlegging; it depends on supplier- 
jobber contracts and on the state laws covering 
branded products. Legal or not, however, many 
consider it a big factor in today’s marketing. 


Bootlegging has become such a serious problem 
in North Carolina that two suppliers there, Repub- 
lic Oil and Refining Co. and Phillips Petroleum Co., 
have taken steps in the past month to curb it. An- 
other supplier may announce a similar policy 
shortly. Republic and Phillips say results have 
justified the methods used. Their new policies apply 
only to North Carolina, but can be used in other 
trouble spots if necessary. 

How Bootlegging Works — Gasoline bootleg- 
ging usually works this way: A marketer with trans- 
ports (generally a branded jobber) buys trailer 
load after trailer load of product from his supplier 
in a price-disturbed area at a low price (made low 
by his supplier’s policy on rebates or temporary 
allowances), hauls it to a stable-price area and 
offers it for sale to an unbranded jobber or dealer 
at a little under the going price. 

An estimated 25%-30% of North Carolina’s 
jobbers—big and small—have been engaged in 
bootlegging. Generally, the big jobbers sell it to the 
small jobbers. Bootleg product has been hauled 
100 miles, from the price-war Piedmont section 
to the far western part of the state, and 150 to 200 
miles to the far eastern sections of the state. 

The bootlegging jobber makes a quick profit; 
the supplier pumps more temporary-allowance 
money into the original price-war area without see- 
ing much, if any, lessening of price-cutting activity; 
and there’s a possibility a price war will break out 
where bootlegged product is being sold, forcing 
suppliers to cough up more temporary-allowance 
funds. 

Many dealers, too, have taken advantage of price 
protection by buying large quantities of gasoline 
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at depressed prices and storing it until prices go 
up. This way, they pick up a longer margin. This 
practice has been widely reported in New England. 

What’s Being Done About It—To curb trans- 
shipments in North Carolina, here’s what Republic 
and Phillips did: 

e@ Republic dropped all forms of temporary 
allowances to jobbers and dealers. Republic was 
allowing them about 4.5¢ gal. 

e Phillips put in a gallonage limit or ceiling 
on temporary-allowance gallonage to jobbers. The 
limit is based on a jobber’s monthly purchases a 
year ago, plus 5% added for normal growth and 
10% for volume increases. He can buy all the 
product he wants, but he gets the temporary allow- 
ance on only the gallonage he needs. 

In both cases the incentive to bootleg is gone. 

While the initial goal of both suppliers is to 
stop bootlegging, the more realistic goal is to end 
price wars. Says a Republic official, “You can’t 
buy crude at the wellhead for 8¢ a gal., move it 
to refineries, refine it, then ship it to your markets 
and expect to make a profit if you sell it for S¢ 
a gal. The public in North Carolina has the idea 
that cheap gasoline is profitable to oil companies. 
So when prices return to normal, they and state 
officials think we are gouging them.” (For a full 
report on the attempt to fair-trade in North Caro- 
lina, see NPN—Jan. p 19). 

Any Other Solutions? There are other ways 
to tackle bootlegging. Jobbers in Michigan say 
majors there are asking them to sign affidavits 
that loads of product are going to stated dealers 
in recognized price-war areas before authorizing 
payment of a temporary allowance to them. Pay- 
ment of the allowance comes later, after it’s been 
processed by a supplier’s bookkeeping department. 
This practice has checked the tendency to bootleg- 
ging somewhat, jobbers report. 

In North Carolina, responsible jobbers hope the 
State Oil and Gasoline Inspection Board will tighten 
its regulations, requiring all gasoline to be branded 
when it enters the state, with the identifying brand 
shown on all invoices. That would make it illegal 
to sell a branded product for unbranded or private- 
brand use. A supplier can still sell unbranded 
product by identifying it as such at the outset. 





‘Broad View Shapes Climate of Spring 


New NOSJC president discusses 
approach to industry problems 


A SPIRIT of “industry-consciousness” is expected 
to prevail at marketing’s big midyear meetings this 
month. Observers explain it as a growing aware- 
ness that many marketing problems—and solutions 
—have roots in other segments. 


National Oil Jobbers Council meets in Wash- 
ington May 15-18. American Petroleum Institute’s 
marketing division meets in Cleveland May 18- 
20. NOJC’s new officers are known to take a 
broad view of industry ills, and to oppose inviting 
government interference. In addition, many in- 
dustry speakers in past months have been pleading 
for the broad-view approach. 

Here are highlights of the coming meetings: 

NOJC—Will try to find a new way to press for 
refinery cutbacks (last November’s request for an 
API audit of major marketers’ P&L was declined). 
Will entertain members’ Congressmen at cocktail 
party and banquet May 17. 

API—Will hear presen- 
tations on dealer pensions, 
burner research, motor-oil 
drains, loading and unload- 
ing speeds, distributive 
education. API head M. J. 
Rathbone will speak. 

New Temper—To get 
a closer insight into the 
“broad view” approach, 
NPN went to NOJC’s new 
president, Skelly jobber E. 
K. Bennett of Longview, 
Tex., and questioned him as 
follows: 


Bennett 


Q. Mr. Bennett, what is your basic goal as 
head of NOJC? 


A. I hope to try and create within the jobbing 
segment, and within the industry, an atmosphere of 
mutual understanding and respect for all of the 
industry’s problems. I may be far too idealistic, 
as some say I am, but I feel that if we can ever 
accomplish this, we can do something about work- 
ing out our specific troubles. 


Q@. You don’t think there has been much of 
this cooperative spirit in the past? 


A. No. Our industry, down through the years, 
has spawned rugged individualism. Each segment 
has tried to go its own way. Producers have said 
the devil with marketing, and marketers have felt 
about the same about producers. We have had an 
awful lot of beating each other over the head and 
calling each other names. I think history shows this 
attitude hasn’t solved any of our problems. It has 


hurt us all. It’s pretty silly, really, for a producer 
to think a marketing problem is a problem for 
marketing alone. Or for a marketer to disregard 
a producer’s problem because he doesn’t think it 
will affect him. Everybody—the producer, the re- 
finer, the pipeliner, the marketer—is or ought to 
be concerned about any problem facing the indus- 
try. We all are interested in a barrel of crude from 
the time it’s found until it is in the hands of the 
consumer, whether we realize it or not. If some- 
thing happens to affect that barrel of crude at any 
level, it affects us all. Unfortunately, too many in 
all segments of the industry fail to realize this. 


Q. Do you believe jobbers generally want to 
cooperate with the other segments? 


A. Most of them do, yes. Of course, we have 
some who will balk, just as all segments have. 


Q. Do you think jobbers will have to lead the 
way in bringing about cooperation and 
understanding? 


A. I think so. We will have to ask ourselves, 
on anything that we want, what our getting it will 
do to the producer, refiner or other segment. We 
will have to adopt the attitude that if something 
will be detrimental to others, it won’t help us in 
the long run. We must be unselfish and we will 
have to take a broad view on everything. If I can 
get other jobbers to agree with me on this, and we 
put such a course into practice, I feel certain that 
we will cause other segments to take a look at 
their attitudes. Once we accomplish that, we will 
have made a giant stride. 


Q@. Do you have any plans to promote this 
idea with other segments? 


A. No. The best way we can promote it is to 
set an example for others to follow. 


Q. Will you be trying to enlist supplier aid in 
any way? 


A. Only to this extent. Suppliers must recog- 
nize that their jobbers can assist them in solving 
many of the problems, provided they just give 
these jobbers the opportunity. The average jobber 
is willing to accept the responsibility of aiding his 
supplier in correcting problems. But if the supplier 
wants the jobber’s help, he is going to have to work 
with him. The supplier should let his jobbers have 
a part in formulating policies that will affect them 
before they are made. The supplier at least should 
get the jobber’s suggestions. Once the jobber has a 
part in forming policy, he is going to feel obligated 
to see that it works. 

I will try to discuss this with suppliers when 
and as I see them. I do not have any set plans, 
for any formal program of calling on suppliers. 
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Marketing Meetings 


Q. What are marketing’s major problems 
today? 


A. Oversupply, of course, is causing more 
havoc than a little. And branded marketers just 
have to find a cheaper way of marketing, because 
the chain boys are whipping our ears down. 


Q. On that last problem, is there a way for 
majors to market cheaper? 


A. I don’t know. I do know that the major 
supplier can still market through jobbers cheaper, 
all things considered. By that, I mean the quickest 
and surest way for the oil industry to become pub- 
licly controlled utilities is to eliminate jobbers and 
dealers. It may sound trite, but the average distrib- 
utor still has better public acceptance and can do 
a better public relations job than any major oil 
company. The supplier can’t think about his dis- 
tributor just in terms of dollars and cents. 


Q. Do you propose to seek governmental aid 
in any way to correct problems? 


A. No, and I hope I’m not asked to. I will, 
of course, have to follow any dictates of the Coun- 
cil, because only by doing so can I carry out my 
responsibilities. I abhor any phase of governmental 
regulation, though, and really hope sincerely that 
I’m never asked to go to Washington on a problem 
the industry itself should work out. The answers to 
our problems aren’t in Washington. We have them, 
ourselves, if we can just get together. We can get 
together within legal limitations—I’m not advo- 
cating illegal meetings—and work out just about 
every problem we have. 


Q. Should jobbers do all the “giving?” 


A. Definitely not. Our job is to accept our full 
share of responsibility in bringing about better 
understanding. But others will have to do the same. 
We don’t wish to dictate a plan to others, and we 
don’t wish to be dictated to. 


One thing some of us don’t fully realize is the 
tremendous increase, in the last few years, of 
jobber influence at both the state and national 
level. We have gained stature, but we have also 
gained responsibility along with it. Our future 
stature and standing will depend on how we dis- 
charge this responsibility. We are going to have to, 
quite simply, discharge it in an unselfish manner. 
Once we begin thinking of the industry as a whole, 
and other segments start thinking that way, our 
troubles will begin to diminish. I hope I don’t 
sound as if I’m trying to tell other jobbers what 
they should do. What I’ve tried to express just 
happens to be my opinion about the road we should 
take, and what I believe our responsibilities are. 
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Here's the Average Jobber’s Business 
Picture 
Net Sales Volume in 1958 

Under $500,000 to $1,000,000 Ali 

$500,000 $1,000,000 and Over Concerns 
Number of Concerns... 56 43 36 135 
Typical Net Sales per 

$325,500 $622,400 $1,465,450 $565,800 

100.0% 100.0% 100.0% 

Cost of Goods Sold... . 81.9 82.1 85.0 82.5 
Gross Margin . 17.9 15.0 17.5 
Expenses 





Occupancy Expense.. 
Delivery Expense. . . 
Bad Debt Losses... . 
Maintenance, 


Depreciation, 
Equipment 
All Other Expense. . . 


Net Profit on Net 
Worth (%) 
Net Worth Turnover 


Inventory Turnover 
(per year) 
All Merchandise... . 
Lubricating Oils... . 





TBA Products 








New’'Average Jobber’ 


Latest Dun & Bradstreet survey 
finds him in a healthy condition 


THE AVERAGE JOBBER racks up a net opera- 
ting profit of 1.6% of net sales before taxes, says 
a new Dun & Bradstreet survey. 

Sponsored by Cities Service, the statistical report 
covers the 1958 operating figures for 135 jobbers 
throughout the country. D & B reporters checked 
company books to verify all figures. 

Heralded by Cities Service as “the first author- 
itative survey of the jobber,” the report paints a 
rosy picture of the average jobber. It’s being used 
by Cities Service as a gage for its own jobbers, 
particularly in planning cost control. 

The report shows the typical jobber had $565,- 
800 net sales in 1958. He sold about 1,458,000 gal. 
gasoline and 650,000 gal. fuel oil. 

Expenses totaled 15.9%, leaving the 1.6% aver- 
age net operating profit before State and Federal 
taxes. 

Highest expense was in delivery. Adding in 
driver wages of 2.2%, this amounted to 4% of net 
sales. Second highest expense: owner’s drawings of 
3.1%. 

Total return in salaries and net profit thus 
amounted to 4.7% of net sales, or $25,593. Net 
profit alone represented a return on net worth of 
7.5%. (Continued on next page) 





Begins on page 89 


The typical jobber began business 20 years 
ago with an outlay of $18,300. Investment has 
increased to about $107,000. Viewed through the 
owner’s estimates of present market values, how- 
ever, the investment in the typical business is now 
valued at 8.3 times starting capital for a gain of 
830%. 

Average inventory turned over 25.1 times in 
1958, thanks to fast-moving gasoline and fuel oil. 
Lubricating oil turned 7.5 times and TBA products 
5 times. 

How good is the survey? While the sample of 
135 seems small, Cities Service claims D&B se- 
lected it on specification to get a cross-section on 
balance and geographical representation. The in- 
terviews were the depth type, as opposed to the 
mail-questionnaire method. 

A limitation, however, is that the survey’s effec- 
tive range covers three categories from a million 
gal. on up, thus excluding smaller jobbers. 

Finally, while the jobber’s “take” is specified, it 
appears consistently lower than the reasonable ex- 
pectation. 


Marketer's Bookshelf... . 


PETROLEUM PRODUCTS HANDBOOK. 
Edited by Virgil B. Guthrie. Prepared by a staff 
of specialists. 864 pages. McGraw-Hill Book Co. 
Inc., New York, N.Y. 1960. $18.50 





HERE’S a book long needed by oil marketers. 
Virtually any question you might have about the 
products you sell are answered in this one volume. 
It tells you the most advanced ways of storing, 
transporting, and handling oil products; and tells 
how your customers can select the proper petroleum 
product for a specific application. 

Among the products covered are liquefied petrol- 
eum gas, gasoline, aircraft fuels, diesel fuels, heating 
oils, residual fuel oils, greases, waxes, petrochemi- 
cals, asphalt and coke. Additives are explained. 

A special feature of the handbook is a reference- 
data directory, which provides a quick means for 
locating all published sources of current data on 
tests and specifications, storage, handling, shipping 
regulations, and other subjects. 

More than 450 illustrations and tables supple- 
ment the text. 

The editor is Virgil B. Guthrie, now a contribut- 
ing editor of NATIONAL PETROLEUM News and 
formerly its managing editor. During his more-than- 
40 years in the oil industry, Guthrie was also 
editor of Petroleum Processing. 

Thirty-two top specialists have contributed infor- 
mation for the handbook. Among them is William 
F, Bland, formerly editor of Petroleum Processing 
and now assistant to the publisher of NATIONAL 
PETROLEUM NEws. 


a In case you missed it... 


More than 10-million new residential customers 
will be added to the gas lines between now and 
1970, says Wister H. Ligon, president of Ameri- 
can Gas Assn. This figure includes new homes and 
conversions from other fuels to gas. 


For the third year, New York University has 
scheduled seminars in retailing for petroleum ex- 
ecutives (NPN—Aug. °59, p173). Dates are June 
13-24 and Oct. 24-Nov. 4. 


Gasoline on sale at service stations in March was 
99.5 octane (Research) for premium and 92.4 for 
regular, says Ethyl. Compared with year-earlier oc- 
tanes, premium was 0.4 higher, regular 0.7 higher. 


Gasoline refined from Russian crude goes on sale 
in Cuba this month. The National Petroleum In- 
stitute is marketing the gasoline and other products 
through outlets of the nationalized Jasa and Reca 
Gas companies. 


Shell Oil is marketing in the United Kingdom a 
new line of X-100 multigrade motor oi's said to 
leave no metallic ash when burned. The oil con- 
tains additives using no organo-metallic compounds. 
Price is the same as on former X-100 oils. 


Automotive Retailers Assn. of British Columbia 
has asked the Canadian government to outlaw pay- 
ments of overriding commission on TBA items. 


Texaco Canada Ltd. plans to build a $1,750,000 
marine terminal at Dartmouth, Nova Scotia, start- 
ing this summer. 


United Refining Co. plans to build a $1.3-mil- 
lion alkylation unit in western New York as part 
of a $2-million expansion and modernization pro- 
gram. 


The Census Bureau reports a drop in sales of 
gasoline and other products at U.S. service stations. 
February sales dropped to $1,275-million from 
$1,354-million in January and $1,437-million in 
December 1959. 


Humble Oil and Refining Co. is marketing an 


_inorganic zinc silicate coating (Rust-Ban 190) said 


to eliminate corrosion of exposed metals in tanker 
cargo compartments, marine pipelines and valves, 
interiors of storage tanks, and hulls and superstruc- 
ture of ships. 


The name of Bay Petroleum has been changed to 
Tennessee Oil Refining. The brand name Bay re- 
mains, however. 


Phillips Petroleum Co. has extended the limit of 
budget tire purchases to $100, payment to 12 
months. Credit-card holders receive this added 
credit without extra charge, but Phillips is asking 
dealers to pay 5% credit charge. 
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ALL-IN-ONE prefab station by Vickers, Wichita, was introduced to Vickers salesmen last month. The preassembled unit is 
complete, can be opened for business the same day it’s delivered to a completed site, says Vickers. Vickers jobbers and 
dealers can get it for less than $6,000 delivered within 400 miles of Wichita. Station, 35x10 ft., is 19-gauge steel. 


STATION-OPENING profits of this 
Fina outlet in Fenton, Mo., went 
to two local grade schools. Despite 
poor weather, station sold 5,986 
gal., netted $300 for the schools. 





A ‘SIDEWAYS’ prop in the bow of Standard of British DIESEL FUEL for the world’s longest 
Columbia’s 6,000-bbl. tanker enables her to side-slip into Colo., is hauled in a 12,000-gal. 
cramped harbors on the rugged coast near Vancouver. by a tractor. Denver-Chicago makes 
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Standard ‘super-station’ in Vincennes, Ind., replaced nine older ones. Competitors have watchdil it carefully since it opened 


How the ‘Super-Stations Are Going 


Indiana Standard’s experiment replaces several outlets with one. It poses 
this key question: Can a big-time station make good in a small community? 


AFTER FIVE MONTHS of operation, Standard of 
Indiana’s new stations in Vincennes, Ind., and Fair- 
field, lowa, dramatize some key problems encoun- 
tered by “superstations” in small midwest markets. 
For example: 


e@ A service station may prove overly big and 
slick for local tastes. 


e@ Too much emphasis on efficiency may mean 
over formality at a station. 


' @ Competitors take a different approach to a 
company-operated station than they do to a lessee 
deal. 


On the plus side, gallonage claims by those close 
to the operation indicate good success in reaching 
big volume in a hurry. 

Described by Standard as “strictly experimental,” 
the super-stations are only one of many tests being 
conducted by the company in all areas of market- 
ing. But this particular test is of real significance to 
all marketers engaged in retailing today. 

Standard won’t say how the super-stations are 
progressing, pointing out that a fair test would be 
“at least a year.” But the stations have been in 
operation long enough so that they are no longer 


a novelty. So far they offer some useful indications. 

Industry interest was sharp last year when news 
of Standard’s move leaked out. The Midwest major 
had decided to replace nine small stations (most of 
them leased) in Vincennes, Ind., with one large 
super-station. In Fairfield, Iowa, a super-station 
would replace three Standard stations. Both super- 
stations were to be company-operated. 

The move came at a time when marketers were 
pondering the question of more versus fewer out- 
lets, and salaried versus lessee stations. The Stand- 
ard move promised a test of both arguments. 

What’s the score after five months? Depends on 
how you look at it. 


Total Standard gallonage has dropped at both 
towns. The present Vincennes manager, Darryl 
Doss, reports a figure in the 50,000-60,000 gallon 
range. The figure is confirmed by the local competi- 
tion but not by Standard. Formerly nine stations in 
Vincennes racked up a monthly gallonage of about 
160,000. 


In Fairfield, manager Everett Smithberg reports 
a super-station monthly gallonage of “no less than 
30,000” though competitors insist the figure should 
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Smaller super-station in Fairfield, Iowa, is experimenting with new lighting, is battling town ordinance on revolving signs. 


be about 20,000. The three stations formerly 
operated in Fairfield average 30,000-35,000. 

But Standard early pointed out that the idea 
wasn’t to increase gallonage or, necessarily, even 
hold it. The super-stations were viewed as a test of 
how to increase the profit margin, mainly by reduc- 
ing operating costs. And operation costs in the 
two Midwest towns have presumably been reduced, 





These Are the Testing Grounds 


VINCENNES, IND. Pop: 19,500. Intersected by five 
state and federal highways (US 41, 50, 150; 
Indiana 61, 67); served by five major railroads. 
Center of a rich agricultural region, as well as 
oil and coal fields. Manufacturing 
varies from steel to paper prod- INDIANA 
ucts. Oldest settlement in the 
state, it was founded as a French 
trading post in 1702. Numerous 
monuments — including the $3- 
million George Rogers Clark 
National Monument — make it 
a strong tourist attraction in the 
summer. 


67 


FAIRFIELD, IOWA. Pop.: 8,100. Two major high- 
ways (US 34 and Iowa 1). Spotted in the middle 
of a productive farm 
area strong in farm co- 
operatives. Local industry 
includes metalworking, 
gloves, plastics and farm 
equipment. It is served by 
one railroad and two bus 
lines. 





IOWA 
1 


Fairfield 
4—— 
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although this information is guarded closely. 


Of primary importance, too, is the question of 
coverage. As a national marketer, Standard is con- 
cerned with supplying close service facilities to cus- 
tomers in both towns. Only in Vincennes has there 
been any evidence of grumbling by local custome.. 
who may now have to drive a few blocks further. 


Local vs. Transient—Sites for the stations are 
similar. Both are located smack in the center of 
the local gasoline alley, at busy highway intersec- 
tions that bring them a high percentage of transient 
drivers. And transient trade has proved most im- 
portant to the stations. 


Why? Random remarks of critical townspeople 
run this way: 

“The station is too big for a town like this. It’s 
too big and impersonal.” 


“You like to get to know your dealer. You like 
to stop in and talk for a while, maybe warm your 
feet and have a Coke. Now this big station don’t 
allow that because of some rules.” 


“They got that big revolving sign up there. City 
ordinance against it, but it’s still going. They think 
they can do what they want in this town.” 


“People around here like to stop in and maybe 
wash their own car or tighten a bolt on the muffler. 
Sure we’ll turn over the big and complicated jobs 
to the boys, but not the small, simple things. We 
used to do that and paid for the use of the tools 
or hose. But not now. They don’t follow it.” 





General 


Standard (and its competition) looks 
to the peak summer months to reveal 
the big advantages and disadvantages 
of the superstation .. . 


ey 


(Begins on page 92) 

“Who ever heard of making an appointment to 
get your car greased?” 

Old Dealers Fade Away—Just as the imperson- 
ality of the new stations appears to have trimmed! 
away some steady local customers, “rule-following” 
has trimmed away the old lessee dealers who took 
a crack at working for straight salary ($1.40 per 
hour). “I quit,” says one. “They wanted me to in- 
ventory the whole damned place once a month.” 

When the old dealers left the super-station, some 
of them turned to other majors. One former Stand- 
ard dealer in Fairfield now operates a Sinclair 
station a few blocks from the super-station. In 
Vincennes, former Standard men are now running 
Phillips and Gulf stations. One of them took a list 
of 37 steady credit card customers and promptly 
mailed them cards from his new station. 

Competition: Stiffer—Competing dealers look on 
the super-stations with jaundiced eyes. All of them 
claim they have lost no business, many say they’ve 
gained steady local customers since the stations 
opened. 

“When P—ran that station over there we figured 
he was a neighbor and we wouldn’t touch his busi- 
ness,” says one competitor. “Hell, now that it’s a 
company-operated station we solicit his customers 
and try to steal ’em away.” 

Gone is the free-and-easy “lend me a fan belt 
and I'll credit you with one” arrangements between 
dealers. Friendly swapping ended with enforcement 
of the rules at the super-stations. Says a com- 
petitor, “We were always glad to help out if a guy 
ran short on stock, but now these Standard boys 


Closing of ‘homey’ lessee stations is bewalled by some 


want you to pay on the spot—and full price, too. 
So we all charge them for anything they need .. . 
full price. We’re a little cold to the Standard crew 
now.” 

The dealers — Standard and competitors — are 
cold to questions, too, at least in Vincennes. Soon 
after the stations opened, the small (pop. 19,500) 
town was invaded by observers from other majors. 
The search for information took on a cloak-and- 
dagger aspect. Competing companies took movies 
and stills of the super-station operations from dark- 
ened windows. Men sat noting the number of cars 
that went in and out. Says one local policeman: 
“It was like they were making A-bombs at that 
station and every spy in the world was here to find 
out how.” 

New Twists—-Competition has been interested 
in these details of the super-station operations: 

1. Standard has equipped the stations with 
Wayne blending pumps capable of handling three 
brands. Extra tanks—now holding fuel oil—are in 
place. Still pumping two brands (Gold and Red 
Crown), dealers think there is a strong possibility 
that Standard will test a third grade, possibly the 
old Blue Crown, at 1¢ below regular. 

2. The 24-hour operation seems successful, be- 
cause of the high percentage of through traffic. 
Transients may account for as much as 70% of 
the current business at the Vincennes station, say 
competitors. This would be an extremely high per- 
centage; if correct, it would pose a real problem in 
local coverage for Standard. The percentage is 
lower at Fairfield, but both stations pull customers 
at the wee hours. 

3. Pricing remains at local levels, though the 
Vincennes station opened in the midst of a price 
war. “They stayed with the rest of us. Regular 
dipped 3¢ below average. Then they went back up 
with us.” 

4. CFR (controlled fluorescent reflectance), a 
Guardian lighting development, has been installed 
in the Fairfield station but is still classed as “ex- 
perimental.” Manufacturer’s representatives have 
traveled out from Chicago to adjust the lights, 
which are reported to offer more uniformity at 
less range with a 40%-50% power saving. 

5. Premiums play a big part at the Vincennes 
station. There is a new self-liquidator each week, 
apparently aimed at snaring the transient. Fairfield 
has eased off premiums since the grand opening. 

The next step? Standard (and its competition) 
looks to the peak summer month to reveal the big 
advantages and disadvantages of the super-station. 
Standard plans other big stations in Illinois and 
Kansas. A big experimental station in St. Louis 
(rebuilt from a successful 100,000-plus-gal.-a- 
month dealer operation) is slated for opening soon. 

If Standard should abandon the Vincennes ex- 
periment, at least one employe has feathered his 
nest. The manager holds an option to take over the 
station lease if Standard calls the whole thing off. 
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The attendant at a West Coast station tries to ‘sell down’ the customer to the lowest—and cheapest—octane for his car 


Where Blending Pumps Stand Today 


Here’s the latest on who is using blending pumps and how they're 
using them... along with a word of caution from the manufacturer 


B LENDING PUMPS promise to be a more common 
sight this summer. Several West Coast com- 
panies have adopted multigrade pumps as a key to 
bigger sales. And blending pumps have begun to 
move into European markets. 

The manufacturer, Wayne Pump Co., is cautious 
about the burst of interest and sales. The main 
source of caution concerns the small independent 
company. Says Wayne, “The kind of marketing 
effort required for successful introduction of the 
blending system in a new territory demands an in- 
vestment of time, planning, and money that the 
small independent operator might find difficult to 
justify.” 

Sun Oil’s marketing effort in pioneering blending 
pumps—from its Orlando, Fla., testing in 1956 to 
its $30-million complete changeover in 1958— 
shows that Wayne knows what it’s talking about. 

With blenders installed in all 8,500 stations, Sun 
launched a massive advertising program, most of 
it in television spots. This campaign started out in 
1957 at $80,000 and soared to more than $2- 
million in 1959. 


Dealer education—always a critical problem— 
caused Sun to set up extensive training programs 
in the introductory phase. This program has now 
become an integral part of dealer education. Com- 
pany publications emphasize in a series of case 
histories how dealers make the pumps pay off in 
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higher profits. Dealer sales-training sessions offer 
a strong follow up. 


Has the blending pump paid off for Sun? Sun 
thinks so. In early 1959 vice president Willard 
Wright indicated a sales increase amounting to 
twice the industry’s average, or about 4%. Since 
then the increase has declined a little. 


In 1959, Sun diverted oil destined for aviation 
fuel into manufacture of its high-octane concen- 
trate. Running 105 octane, the concentrate now 
accounts for 10% of Sun’s total gallonage. This 
would also represent a higher profit. Sun also 
credits the blending pump with a 16% increase in 
antifreeze sales and a 9% increase in TBA sales. 
The company bases this on “the nature of the new 
buyers at the stations.” 


Of the total gallonage dispensed through Sun’s 
blending pumps, about 70% is the basic regular 
fuel. The five higher-octane blends account for the 
remaining 30%. 

On one point Sun is quite firm: the blending 


pump is not an experiment. It represents a perma- 
nent and full changeover. 


Who’s Using Blending Pumps? 


Sun holds the patent on the “blending system” 
and draws royalties on sales. Here is a breakdown 
of the oil companies besides Sun using blenders: 
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(Begins on page 95) 


@ El Paso Natural Gas Products Co. Over 1,000 
pumps will be installed in Southwestern stations 
to dispense six grades. The Red Flame brand will 
range from 90-101.5 octane. 


e@ Hancock Oil Co. (Signal Oil and Gas Co.) 
has been expanding use of the pumps at its in- 
dependent network in the West. Seven grades are 
offered from the Econ-O-Blend pump. 

@ Norwalk Oil Co. (Signal Oil and Gas Co.) 
is another Western independent installing more 
blending pumps. Range is similar to that of Han- 
cock. Selling name is “Power-Blend.” 

e Lion Oil is now completing a test in El 
Dorado, Ark. Early reports indicate the company 
is pleased with results. Five grades run from 90- 
99.1 octane. 

e@ Standard of Indiana has installed blending 
pumps at its super-station in Vincennes, Ind., but 
has not used them for other than the coventional 
regular (Red Crown) and premium (Gold Crown). 
Specially designed “700 series” pedestal pumps 
have been erected at the newest Standard super- 
station in St. Louis. 

e@ Canadian Tire Corp. has installed blending 
pumps at two large stations in Toronto. 

e Anglo American Exploration Ltd. has in- 
stalled nine-grade pumps in western Canada. 

e Both Sears-Roebuck and Eastern States 
Chemical and Petroleum Corp. are using the blend- 
ing pumps. And early this summer, a large West 
Coast independent will begin installing nine-grade 
pumps at the stations, marking his entry into oil 
marketing. 

In Europe, two moves have been noted: 

e@ British Petroleum is installing five-grade 
blenders in some 3,000 outlets in West Germany. 
Manufactured by Scheidt-Bachman in West Ger- 
many, the pumps resemble the early Wayne-Sun 
models used in Florida. 

e Avia, a Swiss company, has ordered 80 
blending pumps for its stations. 


Why Use Blending Pumps? 


Companies that adopt the blending pump see it 
as a means of increasing sales. The pump offers 
them several strong merchandising tools to use in 
attracting motorists: 

e They can offer a strong economy angle in 
“down-selling” the customer to the lowest and 
cheapest octane his car can use. 

@ They offer a “custom-tailored” fuel. 

e@ The stations can provide more varied gaso- 
lines, nine blends instead of two or three. 

Sun has reported above-industry-average rates 
of sales increase with the use of the blenders. 

Wayne cites the case history of one company 
that adopted blending pumps after an intensive 
training and advertising program. After two months, 
sales were 31% higher at tested stations. In the 


_Swiss station plugs ‘metric,’ meaning precision blending 


third month, sales stayed 20% higher than they 
were in the preblending period. 

On the other side are reports of smaller com- 
panies that have experimented with blending 
pumps. Most say they are “satisfied, but plan no 
further use of blending pumps.” 

No matter how complex automotive octane needs 
become, blending-pump users can stop worrying 
about running out of octanes. Not so for companies 
depending on a separate pump for each product, 
say some oil marketers. There are signs that two 
pumps (even three!) may not be enough soon. 

The superpremium pump came out after the war 
to satisfy ultrahigh-compression engines. Now more 
foreign imports are on U. S. roads, pushing the 
octane range in the other direction. This calls for 
a subregular, which at least one marketer, a West 
Coast independent, is selling at a fourth pump. An 
East Coast three-grade major came out recently in 
some areas with a fourth grade, a “fighting grade.” 
Are these signs of things to come? 

Blending pumps cost more. Top price is about 
$1,400, lower when ordered in quantities. Conven- 
tional pumps run around $500. 

Current blending-pump grades are priced from 
0.5¢ to 1¢ apart. The range offers a high advantage 
in price maneuvering. In a price war, the flexible 
arrangement of top and lowest prices could be 
spread further apart or even drawn closer. 

(For other details about blending pumps, see 
“Will Sun’s Five Grades Start a Trend?” April ’56, 
p106; “Confusion over Multioctane Gasoline,” 
April °56, p190; “Inside Sun’s seaman taecmnr | 
Pump,” April ’56, p192.) 
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‘*PUT THAT HOOD DOWN EASY! | HAVE A CAKE IN THE OVEN!” 


TORE: DRRIGITTER SEE is 5 anise eepegtsensace 


ASHLAND OIL & 
REFINING COMPANY 


In your business, it’s important that you pay attention to even 
the smallest requests of your customers. When you are supplied 
by Ashland Oil & Refining Company, your every request, small 
or large, is given this same special, personal attention. As the 
nation’s largest independent supplier of petroleum products, 
Ashland Oil understands your problems and respects your 
independence. Here are just a few of the benefits you get from 
a working agreement with us: 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 


e*eee ee eee eevee eeeeeeeeee 


@ You get to do your job without interference. 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 


@ You get effective merchandising plans and selling tools. G0tS—EVANSVILLE, 10D., 2900 Grecduey—FINGLAY, 


@ You get products of the highest quality . . . developed and 0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
test-proved by Ashland’s outstanding technical and engi- 


neering staff. 


1202 S. Third Street—NASHVILLE, TENN., 5E. Main Street 


eeeeeee eee eeeeeeeeeeeeeaeeeeneeeeeeee 


eeeeevee ee ee 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales program 
for independent marketers can benefit you . . . write, wire 
or phone us today! 





The Independent Supplier gt Independents 
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General 


Meenan Oil’s new shopping-center station has five bays, does heavy repairs. It’s one jobber’s approach to what to 


do when... 


You Can't Make Enough on ‘Gas’ 


Ws SOME majors and jobbers are trying 
to get dealers interested in light repair work, 
Meenan Oil Co. is going one better. It’s going 
deeper into heavy repairs, and proving to itself that 
the service is not only a big money maker but 
also a gallonage builder. 


The New York-based jobbership has been con- 
centrating on heavy repairs since 1953, when it 
opened its first repair-service station in a shopping 
center at Levittown, Pa., a giant housing develop- 
ment. Since then, heavy repairs have helped 
Meenan Oil, basically a heating-oil operation (more 
than 30,000 accounts), become a fair-sized Tide- 
water gasoline jobber, with 1.25-million gal. retail 
a year plus commercial accounts. 


This gallonage will swell another 1-million now 
that Meenan has its third repair-service outlet, this 
one in a shopping center at Levittown, N. J. “We 
expect to do 80,000-gal. a month,” says an official. 


“The stations we put up cost a lot of money,” 
says Bill Henwood, Meenan vice president. The 
new outlet cost $92,000 to build and equip. Land 
is excluded because it’s leased. “We can make 
money on gasoline—make no mistake on that— 
but we think that we should get a bigger return 
because of our higher investment. That brings us to 
heavy repairs.” 

Meenan’s experience with stations not doing 
repair work bears this out. While Levittown, N. Y., 
was growing, Meenan had nine company-owned 
stations in the area. They made money, but not as 
fast as Meenan thought they should. They were 
leased to Esso and Tidewater one by one, as 
Meenan backed away from gasoline marketing. 

Meanwhile, Levittown, Pa., was starting up, and 
Meenan went into its first shopping-center station, 


trying out heavy repairs. “We started with four 
bays,” Henwood says, “but we had to add four 
more three years ago to handle the volume.” 


In the same year, Meenan opened another repair- 
service outlet in a new shopping center in the 
Pennsylvania development. 

Now, Henwood says, heavy repairs at both sta- 
tions account for 25%-30% of the daily gross. 

At its new outlet, open 24 hours a day, Meenan 
uses four bays for such work as motor repairs, 
transmission and rear-end jobs, wheel balancing, 
brake lining, wheel alignment, as well as light 
repairs. The fifth bay, separated from the others 
by glass, is the body and paint shop, which can 
also be used for car washing. 

The two bays normally used for lube work can 
handle heavy repairs too because Meenan installed 
lifts that leave the underside of cars open for easy 
working. One is a Joyce two-post frame-contact 
lift; the other is a Joyce twin-post axle lift. 





e: 


Four bays are used for heavy and light repairs. Two have 
alignment equipment (above), two have twin-post lifts. 
Fifth is glassed in for body and paint work or washing. 
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that’s why | go for “Moly” Grease 


Any woman will discover immediately how “Moly” grease makes 
steering easier... silences squeaks... cushions her ride. These are 
benefits women understand. And since women represent such a large 
portion of the market — smart marketing men encourage 

their dealers to use “Moly” grease. 

You can promote the easy-to-understand advantages of ““Moly” grease 
... and back them with proof. Using “Moly” grease makes new 
customers for your dealers... brings back old customers again and 
again for gas...oil... TBA. 


CLIMAX MOLYBDENUM COMPANY 


A division of American Metal Climax 
1270 Avenue of the Americas, New York 20, N. Y. 


Professional women drivers go for “Moly” 
grease too. For example, the women who 
drive the Lee County, Florida, school-buses, 
found that hard-to-steer buses turned with a 
feather touch after being lubricated with 
“Moly” grease. 





We bought Fords for our 
home delivery units 
because it would cost us 
$1,000 more to get the same 
amount of track 
in the other makes 


SAYS E. A. REUTNER 
CHAIRMAN OF THE BOARD 
RED-E-GAS CO., ST. LOU/S, MO. 


“Experience has proved the Ford F-750 to be 
exactly right for our LP-Gas delivery units. And 
the $1,000 we save on initial cost — the price 
difference on a comparable truck to do our job— 
is just the beginning of our savings. 


“Before switching to Fords, maintenance and 
repair costs were eating us up alive! Now, our 
repair and parts bills are much lower. These 
rugged Ford Trucks spend less time in the shop 
... more time out making deliveries. 


“Our men like to drive Fords because they ride 
easier and have plenty of power. And Ford's all- 
round performance cuts trip time to a minimum, 
ups output per truck. 


“Another big reason we like Ford Trucks for our 


operation is the fact that they're very easy to con- 
vert for use with propane. With a Ford it isn’t 
necessary to change pistons, and the conversion 
can be made in less than half a day.” 
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Now at your Ford Dealer’s 


FORD 
~a con 
RANCHERO 


America’s 
lowest-priced* 
pickup truck! 











The Falcon Ranchero is priced lower than any pickup in 
America with comparable standard equipment! And that is 
just the beginning of your savings. Single-unit construction 
saves on maintenance . . . it’s tighter, quieter, with main 
underbody structural members zinc-coated against rust and 
corrosion. Front fenders bolt on, cost less to replace. And 
Ranchero’s passenger-car ride and handling ease lessen 
driver fatigue. 


FORD TRUCKS CO 
; LESS TO OWN. LE ¢ TA 
__. BUILT TC pia 


sil 
<a 
ON an i 


es 
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UP TO 30 MPG! 


Totally new for total savings! Ford’s new Falcon Ranchero 
delivers up to 30 miles on a gallon, yet its new 90-hp Six is 
geared to do a real job! There’s lower costs for oil, tires, 
brakes, replacement parts . . . nearly everything! 


BIG 6-FOOT BOX! 
Capacity is more than ample for most pickup hauls—neariy 
8 feet of load length with tailgate flat. And thanks to the 
low floor height, loading and unloading is faster, easier! 
FEATURES: 

- Up to 30 miles on a single gallon 

- 4,000 miles between oil changes 

. Diamond Lustre Finish needs no waxing 

. Low loading height 


. Instant-lock tailgate opens, closes 
with a single, one-hand motion 


. Roomy comfort for three adults 
7. Styled to capture admiration 


*Based on a comparison of latest available manufacturers’ suggested retail 
delivered prices with comparable standard equipment 


See the parade of pickups during your 
FORD DEALER’S TRADING FAIR 





GETS MORE BUSINESS 


WITH NEW 


Guardian | Fley-o-beam 


Effective area lighting attracts 
and gets more business. Guardian’s 
versatile new “Flex-O-Beam” 
does a brilliant area lighting job 
for any service station... 
can be used as an island light, area 
light or floodlight . . . giant “T”’, 
“Y”’, or center-mount. Economical 
because this flexible fixture 
is immediately adjustable to meet 
your area lighting requirements. 
Adjusts from horizontal 
to 45°... pivots on rigid 
center... sideways 


adjustment from 
horizontal to 30° 


Write For Latest Guardian Bulletin B26 


y 
GUARDIAN ight company 


500 NORTH BLVD ~ OAK PARK, ILLINOIS 
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NPN BATTLEGROUND: One of the most controversial laws on the books today is the 
Robinson-Patman Act. Many marketers ask... 





Is the Robinson-Patman Act 
Good for Oil Marketing? 


: ES... says John Huemmrich, 


veteran dealer and NCPR 
official, because: 


There’s no defense against 
destructive price-cutting 
except through law. 

The R-P Act is such a law 
—the Bill of Rights 

of American small business. 


it stops price discrimination, 
which ruins small business 
and leads to monopoly. 


A Cities Service dealer in Pittsburgh for 
27 years, Huemmrich is an active par- 
ticipant in industry affairs. He is second 
vice president of National Congress of 
Petroleum Retailers, president of the 
Retail Gasoline Dealers of Pennsylvania, 
and a member of the API service station 
advisory committee. 





NO... 


Competition must be hard 
or the economy gets soft 
and inefficient. 
The R-P Act interferes with 
competition, keeps the 
inefficient in business, 
dulls incentives. 

o Repeal would reassert true 
free-enterprise robustness. 


says Dan Lundberg, 
who believes it should 
be repealed, because: 


A close student of marketing, Lundberg 
is public relations adviser to California 
Petroleum Marketers Council, president 
of the Lundberg Co. (makers of oil-in- 
dustry surveys), and moderator of the 
West’s oldest TV show. He first proposed 
Robinson-Patman repeal in a talk to an 
API committee last November. 


The Robinson-Patman Act makes it illegal for a supplier 
“to discriminate in price between different purchasers 
. . . where the effect of such discrimination may be 
substantially to lessen competition. . . .” However, it 
also says that nothing shall prevent a seller from show- 
ing that “his lower price . . . was made in good faith 
to meet an equally low price of a competitor . . .” This 


phrase has been troublesome for oil marketers because 
of varying interpretations of the meaning of “com- 
petitor.” FTC’s current interpretation is that it refers 
to competition between suppliers for jobber or dealer 
customers. This means a supplier cannot grant a lower 
price to a dealer to allow him to meet the competition 
of another dealer. 





Is the Robinson-Patman Act Good for Marketing? (segins on page 103) 


YES eee SAYS JOHN HUEMMRICH 


EVERAL YEARS ago, shortly before he died, 
Mayor Albert Cash of Cincinnati presided at 
a city-council meeting where Cincinnati service sta- 
tion operators presented an appeal for a Sunday- 
closing ordinance. The dealers were members of the 
Cincinnati Gasoline Dealers Assn., and one or two 
officers of the National Congress of Petroleum Re- 
tailers were with them at the meeting. 


But that day, as on other days, the council of the 
great city of Cincinnati had many matters of great 
economic and civic import to consider. There was 
little time for the dealers’ pleas. And when the coun- 
cil meeting broke up, the dealers were still there 
hoping for more time to get their case across. 

One member of that council stayed to listen, 
counsel, and reminisce. The one who stayed was the 
humble, hearty, much-loved mayor himself—plain 
Al Cash to thousands. He listened to the problem, 
and he talked about related problems. He knew 
many things about the oil industry. 

The mayor recalled from his boyhood an incident 
involving the oil-marketing industry. It was the story 
of an upstanding and respected neighbor of his fam- 
ily who was an honest and trusted small business- 
man in the oil industry in the nineteenth century. 

This man was a retailer, a service retailer if you 
please. He owned a large wagon with what was then 
the best equipment for hauling and delivering kero- 
sine to householders. His market was a large section 
of Cincinnati. 


Kerosine, of course, was the oil industry’s main 
product then. This man’s business was based on ef- 
ficiency, fair dealing, reasonable prices, good serv- 
ice, and fundamental small-business honesty. His 
business was securely founded—it would have 
seemed so anyway. 


Then what happened? The Standard Oil Trust 
put their tank wagons on the streets of Cincinnati 
to compete with him and other kerosine dealers. 


gi HE STANDARD Oil Trust had a formula for mo- 
nopoly, for taking over the businesses of inde- 
pendent kerosine retailers and putting them out of 
business, and then using this marketing monopoly 
to create a refining and producing monopoly also. 
The government’s case against the Standard Oil 
Trust finally decided by the U. S. Supreme Court in 
1911 with an order dissolving the trust showed that 
this formula had worked to give the Standard Oil 
Trust 85% to 90% control of the American pe- 
troleum industry. 


The formula was price discrimination. The an- 
swer of an outraged American public, only two 
years after the Supreme Court decision in the Stand- 
ard Oil Trust case, was to demand and get a law 
against price discrimination, namely, Section 2 of 
the Clayton Act. 


This section had a bad loophole in it, however, 


“The formula of the Standard Oil Trust... 
was price discrimination. Today we have pro- 
tection against price discrimination under the 
Robinson-Patman Act . . .” 


a loophole which those who profit from price dis- 
crimination had been clever enough and powerful 
enough to obtain, namely, the “meeting competi- 
tion” loophole. 

In 1937 the American public, outraged by the 
continuing and increasing destruction of small bus- 
iness occurring through price-discrimination prac- 
tices that smashed through the Clayton Act loop- 
holes, demanded and got from Congress the Robin- 
son-Patman Act to stop these vicious price-discrim- 
ination practices. 


The formula of the Standard Oil Trust, which 
was brought to bear upon and ruined that kerosine 
dealer in Cincinnati (the one Al Cash recalled from 
his earliest childhood), was price discrimination. 
Today we have protection against price discrimi- 
nation under the Robinson-Patman Act. But price 
discrimination and the Robinson-Patman Act are 
abstract legal terms to many. 

So let’s see what they really are, what they really 
mean. Let’s see exactly what happened when the 
Standard Oil Trust used price discrimination to take 
over and monopolize the delivery and sale of kero- 
sine in Cincinnati. 

What happened to the men who were in their 
way, and to their businesses? Here’s what happened 
to the man Al Cash remembered—the strange, ter- 
rible, horrible, hopeless thing that finally dramatizes 
what price discrimination is. 


HE KEROSINE wagons put on the streets of 
Cincinnati by the Trust followed each inde- 
pendent dealer down the streets offering their prod- 


(Continued on page 106) 
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NO... 


I SAY the Robinson-Patman Act is taking a lot 
of the steam out of our competitive system. Not 
only that. In principle, it’s a threat to our success 
in the world economic struggle. 

Is it that bad? Yes. 


The gist of the Act is that you mustn’t have 
nonuniformity in pricing unless you can justify 
it on a straight cost-savings basis. You know what 
that means. It cuts at the roots of private enter- 
prise by dulling incentives. And efforts at enforce- 
ment lead only to multiple and arbitrary interpre- 
tations that blur the true lines of hard competition. 

I suggest we can do without the Robinson-Pat- 
man Act. 

Its restrictive effects are evident even on modest 
levels. I know a supplier executive who had a 
dealer who was a whiz. The dealer worked long 
hours for years, was extremely efficient, got him- 
self a few more stations and a truck. But he could 
never get a better price. Why? Because his effi- 
ciencies couldn’t be shown to reflect a cost savings 
to his supplier. The dealer was finally stalied. He 
could never take the next steps in expansion—due 
to law. The case is not remote. It typifies failure 
to provide incentive, the real flywheel of our 
economy. 


Or look at the global aspect. America, of course, 
is in a critical world competition. And our domestic 
economy has to orient itself to the growing pres- 
sure. One way is through increased control. Indeed, 
it is widely held that the conflicting U.S. and Soviet 
systems are becoming more alike, and might “meet” 
peaceably if the Soviets compromised internally to 
the exigencies of world pricing, and the U.S. sub- 
mitted to bureaucratic allocations of goods and 
services. 

Maybe. But I believe such a transition in this 
country would be anything but orderly. Our econ- 
omy—called “free enterprise” because it entrusts 
its economic processes to the workings of private 
business—would suddenly, somewhere, convulse. 


Another way to meet the challenge of world 
competition is to exploit our natural advantage 
as a freely competitive system. This is the logical 
course, based on the assumptions that we oppose 
the kind of transition described above, that our 
pricing system still responds logically to economic 
influences, that the ground rules we want for world 
competition are those arising from the incentives 
of private enterprise. 

But I say freely competitive system. Our most 
urgent domestic need, if we would exploit our 
natural advantage, is to repeal that most inhibitive 
legal paraphernalia, the Robinson-Patman Act. 

We might want to hang onto the constrictive 
trappings of the R-P Act if the Soviet bloc were 
about to petition the United Nations for a similar 


SAYS DAN LUNDBERG 


May, 1960 + NATIONAL PETROLEUM NEWS 


NPN Battleground 








“Our most urgent domestic need, if we would 
exploit our natural competitive advantage, is 
to repeal that most inhibitive legal parapher- 
nalia, the Robinson-Patman Act. . .” 


set of rules for the international market. But the 
Soviet bloc isn’t (and I doubt whether our Con- 
gress would ratify such apple-crapple coming from 
anyone but constituents ). 

So, for effective world competition, let’s throw 
off those R-P restrictions and compete. The ABC’s 
of our domestic orientation should likely be: 

A. Help workers, middle businessmen, the 
managerial element, and consumers as such, to 
understand that all economic phenomena, up or 
down, are being acted upon by world factors be- 
yond the disposition of Congress. 

B. Discourage belief that economic yield can 
be improved by writing more new things into law. 

C. Item by item, strip for brisker competitive 
action in the future! 


2 be PENALTIES for hanging onto the R-P Act 
may be stiff, but they’re not so serious as the 
penalties for implementing it. 

Two current events demonstrate consequences 
of the law. One shows how hard it is to enforce it. 
The other shows how hard it is to live with it— 
honestly. 

Event No. 1: The running fight between chair- 
man Patman of the House small-business committee 
and FTC chairman Kintner, over the legality of a 
major supplier selling commercial accounts at lower 
prices than it charges jobbers. 

Patman is disturbed because FTC won't act on 


(Continued on page 107) 





Is the Robinson-Patman Act Good for Marketing? 


YES ee eo SAYS JOHN HUEMMRICH 


(Begins on page 103) 

uct at 2¢ less; and as the independents dropped their 
prices and lost their margins to meet this competi- 
tion, the agents of the Standard Oil Trust dropped 
their prices even further. Down they went, below 
the price at which the independent dealer could 
purchase the product, below the price at which 
even the distributors from whom they bought could 
obtain it, below the refinery cost. 


Some of the independent dealers gave up, sold 
out before they were completely ruined, for a few 
cents on the dollar. 


But this one man, the neighbor whom Al Cash 
remembered, stayed on. Everything he had, every- 
thing he had saved, everything he could scrape to- 
gether went into the fight to keep his business. His 
spirit, his courage, his belief in America went into 
it too. 

To what avail? 


As the decades since have taught us, there is no 
availing against price discrimination, except through 
laws—strong, honest laws. The Robinson-Patman 
Act is that law—strong, honest, decent. 


So what did it avail this strong, honorable man to 
stand alone in the face of price discrimination before 
there was an R-P Act? We now know what the an- 
swer had to be. The days, the weeks went by. We 
now know what they meant: an executed economic 
death sentence on one honest American’s business. 
Finally, his resources were gone. He had no money 
or credit to buy kerosine to sell at a loss and few 
customers who would pay him the price necessary 
for him to continue in business. 

On that black day he did a strange thing. Late in 
the afternoon he drove that fine new kerosine wagon 
with all its shining equipment into the turbulent 
river where it was broken up and destroyed. 


T IS A MYSTERY why and how men who are usu- 
ally decent and fair in their personal lives and 
family relationships can tolerate or perpetrate a bus- 
iness practice so destructive, unfair, vicious, and 
immoral as price discrimination. Yes, the moral 
question is there, as well as the economic question. 
It is there in depth and breadth. 

It cannot be ignored. It dare not be ignored. For 
the penalty of basically immoral conduct in business 
as in other areas of life is to lose all sense of values 
and all sense of belonging to the society of decent 
men. 

These thoughts are not addressed to those who 
think moral values have no place in our business 
life. They have already lost their ability to be 
reached by such an appeal. 

They are addressed, rather, to those who do not 
deny the. validity of moral values in business, but 
who, through weakness or the force of circumstance, 
or the need to keep a job or make a showing, will 
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“What kind of prosperity do we want for the 
oil industry? . . . Do we want false prosperity 
for the few who are enriched by devastating 
the businesses of the many?” 


tolerate or even embrace the basically immoral prac- 
tice of price discrimination in the oil industry. 

For them, for all of us, there is a mighty lesson in 
Al Cash’s reminiscence. There is a mighty lesson in 
every one of the thousands of cases in which price 
discrimination has been used to destroy the business 
of another. 


Here is that lesson. True prosperity for an in- 
dustry, for a segment of an industry, for a com- 
munity, even for a giant corporation, cannot be 
founded—or cannot endure if it is founded—on de- 
stroying the livelihood of another. True prosperity 
is not found in taking away from others their right- 
ful opportunity, their hard-earned property or bus- 
inesses, their livelihood. True prosperity is not 
founded on impoverishment of others, but on pro- 
ducing, distributing and serving, producing more 
and better products more economically, distributing 
more efficiently, serving more competently. 

What kind of prosperity do we want for the oil 
industry? Do we want genuine, earned prosperity, 
founded upon better products and better service to 
our customers? Or do we want false prosperity for 
the few who are enriched by devastating the busi- 
nesses of the many? 


AKE NO MISTAKE about it—price discrimina- 

tion is economic devastation. And it is eco- 

nomic devastation which is morally wrong because 

it destroys human values without any possible 
justification. 

The Robinson-Patman Act benefits the oil indus- 
try and the gasoline marketing industry particularly 
(where vicious price discrimination practices have 

(Continued on page 108) 
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(Begins on page 103) 

“persuasive evidence that the fleet-owner commer- 
cial accounts are being supplied . . . at prices 
below the’ jobbers’ cost.” Kintner insists there’s 
nothifig in the R-P Act that prevents a seller from 
eliminating middlemen, or utilizing dual distribu- 
tion. “ 

The significance of Kintner’s attitude is the new 
approach it implies. His views are not based on 
the old, unrealistic, unworkable precepts of R-P 
enforcement, such as... 

e@ The theory that FTC should decide, case by 
case, when competition is being injured. 

e@ The doctrine that when one competitor is 
injured, competition per se is injured. 

e@ The notion that costs, not demand conditions, 
should determine pricing; and that all price differ- 
ences, functional and geographic, should be justi- 
fied by cost savings. 


e@ The belief that competition is “hard” when 
a seller is obliged to reduce his price to everyone 
when all he wants is to lower it to the ones losing 
their pants. 


Perhaps FTC policy now recognizes that where 
government attempts to prevent injury to com- 
petitors, it prevents competition. Perhaps the FTC 
may be reluctant to act in the future, unless small 
purchasers are going under in such numbers as 
to suggest monopoly among the remaining pur- 
chasers, or intent to monopolize on the part of 
a seller. 

Someone once said the FTC could get a cease- 
and-desist order against every business in America, 
if it had the money. Now—at last—it’s possible 
that the commission has seen the contradiction 
between the R-P Act’s pressure for “nondiscrimi- 
natory” price uniformity and the Sherman Act’s 
prohibition against price-fixing. 

This: enlightenment may yet close the conflict 
of enforcement philosophies between FTC and the 
Justice Department. The DJ, not burdened with 
enforcement of the R-P Act, has been afflicted 
with a jaundiced eye on the subject for some time. 


Moral of Event No. 1: There seems to be no 
relish in spreading the R-P doctrine at FTC head- 
quarters today. 


Event No. 2: Mobil Oil Co.’s “new concept” 
in wholesale gasoline pricing, through consolida- 
tion of many pricing areas into one large one. The 
company posts one wholesale price for all dealers 
in a given area. There is no “dealer aid.” Dealers 
set their own retail prices and consequent margins 
of profit. 

The plan has obvious merit. Dealer spokesmen 
applaud it. It does away with endless bookkeeping; 
it allows for greater profits through a scientific 
projection of tank wagon, as the company quits 
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“Perhaps Federal Trade Commission policy 
now recognizes that where government at- 
tempts to prevent injury to competitors, it 
prevents competition . . .” 


the “net tank wagon” (tank wagon, er, after you 
pay out rebates) rat-race. And even as dealers 
roll down their sleeves on the “discriminatory re- 
bates” issue (a price escape-mechanism evolved 
under R-P Act confinement), they can train their 
forensic gestures on their colleagues to keep the 
price up. 

Still, the innovation is another philosophical 
step away from straight-arm meeting of neighbor- 
hood competition. It is no retreat from moral or 
economic principle, for there is ample justification 
in those respects. It is simply that the plan is the 
resort and hope of a company trying to adjust to 
the R-P idea of no unjustified nonuniformities (!). 

The plan is vulnerable in two areas, it seems 
to me. The first is that competitors not using such 
a plan will slyly plunder Mobil dealers, through 
systematic analyses of each neighborhood exposure 
—thus causing losses of prime dealers, or price 
wars of the lallapalooza variety. The second is that 
a single large trading area must, willy-nilly, butt 
up against one or two more, with different state 
taxes in effect, or pipeline freight costs against 
barge rates. Then what? 

Moral of Event No. 2: There is little supplier 
safety in living under the Act—or trying to live 
under it. 

But as I said, the penalties of implementing 
R-P are serious ones. 


FF aes WOULD HAPPEN if we tried amending the 
Act instead of leaving it alone or scrapping 
it? That depends on how far the amendment might 
go in attempting to control the normal processes 


(Continued on page 108) 
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Is the Robinson-Patman Act Good for Marketing? (seins on page 103) 


YES eee SAYS JOHN HUEMMRICH 


been most rampant) by stopping practices which 
lead first to impoverishment of small-business com- 
petitors and then, if not checked, to decay of the 
powerful themselves. 

How many examples there are in history to prove 
‘this simple fact. How many examples there are of 
rough, rigid monopoly systems that first destroyed 
their individual small business competitors through 
anticompetitive practices such as price discrimina- 
tion, and then lived on to suffer the richly deserved 
disaster of being smashed by a competing power. 
Smash because they lost the economic virtue of ef- 
ficiency and the indispensable moral fiber of good 
business citizenship. 


ERE ARE cardinal reasons why the Robinson- 
Patman Act benefits the gasoline-marketing 
industry: 

1. The Robinson-Patman Act protects all busi- 
nesses in the oil industry against the type of price 
discrimination practices that destroy small business 
and lead to monopoly. These price-discrimination 
practices were rampant in our industry until pro- 
hibited by the Robinson-Patman Act and stopped 
through its vigorous enforcement. 

2. Price-discrimination practices are bad for big 
business as well!as small business in the oil industry. 
Every once in a while something happens which 
makes it clear that even the big business apologists 
for price discrimination do not really believe it can 
be justified. A recent example is the chorus of low 
moans and groans from highly placed oil officials 
about the terrible, destructive conduct threatened 
by Russia in dumping refined petroleum products 
in this country at prices discriminatorily lower than 
those charged in their own captive markets—a 
rather funny reaction from those who think that the 
same practices by major oil companies towards 
their own retailers is economically supportable. 

3. The Robinson-Patman Act is essential to the 
American way of life and American democratic 
system of business relationships in the oil industry, 
very much as the Bill of Rights is essential to protec- 
tion of basic political and individual civil liberties. 
The Bill of Rights guarantees the same law for all. 
The Robinson-Patman Act guarantees (though not 
as completely as we might desire) the equal oppor- 
tunity of all business competitors based on efficiency 
to purchase the products they sell as cheaply as 
their competitors. 

4. Price discrimination enable large predatory 
competitors to crush their small-business rivals with 
one hand and gouge consumers with high prices 
with the other. The Robinson-Patman Act not only 
protects the interests of small businessmen in the 
oil industry, but it also protects the interests of con- 
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of our pricing system. The Act, which so far has 
not succeeded in unifying competitors, could yet 
put corrupting mechanisms into use. 


NPN readers are familiar enough with the issues 
of the Detroit Case and the S-11 fights, so that 
we need not dwell on them. But we should never 
forget that the only way to give the R-P Act the 
real teeth it never had would be to make injury 
to a competitor the test of illegality in discrimina- 
tory pricing. 

This, of course, would be impossible to ad- 
judicate. Should such S-11-type teeth go in, not 
even an Earl W. Kintner could draw reasonable 
inferences from evidence of injury flowing from 
dual distribution. At this point we just might ex- 
perience that convulsive spasm I suggested would 
come in the transition from a free economy to a 
bureaucratically allocated one. 


coy \ J] HY, YOU HAVEN’T got competition out 
here,” a trust-buster is supposed to have 
said of the West. “Nobody’s going out of business.” 


His whimsy reflected a more robust idea of the 
American system. Our economy was not designed 
to keep the inefficient in business—any more than 
the Russians’ was—yet the R-P Act seems to direct 
it to do just that. Our system, which permits even 
the most unreasonable of private profits, seems to 
have a guilt complex about this unsocialistic source 
of vitality. 

It looks as if our philosophy is softening. Re- 
pealing the R-P Act would be a step toward the 
old robustness. 


In suggesting repeal, I do not advocate price 
discrimination as an asset to an unfettered economy. 
On the contrary, I believe that price discrimination 
not prohibited under the Sherman Acct is likely to 
be mere price differentiation. (1 veer—along with 
the Supreme Court, lately—to a broader construc- 
tion of Sherman Act prohibitions. ) 


Penalties for repealing the R-P Act are not 
likely to be nearly so serious as those we face 
retaining it. For one thing, the chain stores it was 
aimed at stopping are here anyhow. In fact, the 
compensations of our system are such that the 
discount houses are hurting them. For another 
thing, thanks to some legal loopholes left by our 
cagey, Blue Eagle-trained lawmakers in 1937, the 
R-P Act has not (yet) gravely disrupted the true, 
distributive function of price. 


One can even imagine that if R-P were repealed, 
much of the quasi-official case law developed in 
trying to administer it would make useful back- 
ground in educating judges to certain issues—and 
not be another Dead Sea Scroll. 
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MASTER-CRAFTED BY 


NEW Columbian Steel Trans- 
port Booklet now available. 
Yours for the asking .. . 


Beg US 
Pot. On 


More money in the bank? That’s for sure 
when you transport in Columbian aluminum 
tanks. It’s basic... you carry more 

payload! Extra gallons ride free because 

of the gross weight saving with aluminum. 


You save in maintenance for greater profits, too. 
No more expensive paint jobs... aluminum 
gives you a bright, natural, enduring finish. 
Advertising value is a plus feature. Aluminum, 
the modern metal, captures all eyes... directs 
special attention to your sleek transport... to 
your product ...to your company. 


Only most modern welding techniques... 

advanced engineering ... manufacturing experience 
and careful craftsmanship can give you units 

like these Columbian transports pictured at 

a loading terminal in Whiting, Indiana. 


Their service record includes operation around- 
the-clock hauling heavy fuel oil over winter’s 
roughest roads, over ice, snow and chuckholes. 
Come spring, they’re used as gasoline transports. 


Columbian’s design and engineering are 
road-tested and adaptable to your personal 
specifications. Let us know your requirements 

and the states in which you expect to operate. 

It will be extra money in the bank for you when 
we help you solve your transportation problem 

with Columbian mastercrafted aluminum transports. 


9 COLUMBIAN STEEL TANK COMPANY 


P. 0. Box 4048-1 


Kansas City, Mo. 


We do contract steel fabrication. 


STEEL, Master-Crafted by Columbian... First for Lasting Strength 





QUICK CLOSURE of the cover is accomplished by a single 
% in. steel swing bolt fitted with a bronze ball crank handle. 
e 





An 18 in. 
asphalt 
manhole 
weighing 
only 47 Ib. 
with ring 





The lightweight, rugged steel, ductile iron and bronze 
asphalt manhole is a fitting companion to our indestruct- 
ible asphalt valves. In addition to being light in weight 
and without cast iron parts, this 18 in. asphalt manhole 
offers you the advantages of quick closing, positive 
sealing, and accurate seating. Its quick-acting cover— 
only one % in. steel swing bolt with bronze ball crank 
handle tightens it—is positively sealed by a 4% in. square 
Pelro asbestos gasket seating on the machined edge of the 
ring. Its hinge lugs, with stainless steel shaft, are widely 
spaced to insure accurate seating of the cover on the 
ring over many years of service. 


A POSITIVE SEAL is formed by the ‘ . : ‘ine 
% in. square Pelro asbestos gasket Simplify your manhole problems by specifying our 
seating on the machined edge of the asphalt cover No. A-4074. Write for detailed information 
ring. Accurate seating is assured by R 
the widely spaced hinge lugs. and prices today. 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11,CALIF. 
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New TEL blending plant design puts 
more efficiency into less space 























NEW TETRAETHYL LEAD BLENDING PLANT represents a major design change made possible by DuPont's continuing efforts to develop new methods 
for more efficient use of petroleum additives by refiners. 


Du Pont design reduces un- 
loading time, cuts construction 
and maintenance costs 


Ever since DuPont designed the first 
tank-car-to-weigh-tank tetraethyl lead 
blending plant in 1928, our continuing 
research programs have yielded many 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont de Nemours & Company (Inc.) 





refinements in blending plant equip- 
ment and operation. Among them have 
been the metal-flex unloading hose, the 
siphon starter and hydraulic system 
modifications. 

DuPont engineers have now figura- 
tively taken apart and redesigned the 
TEL blending plant from the ground 
up. Their goal was to develop a design 


that incorporates new engineering de- 
velopments and materials. 

They tested valves, fittings and com- 
ponents to determine their actual inter- 
relations. They evaluated the relation- 
ship of tank car and weigh tank. They 
investigated construction costs. They 
accumulated mountains of facts and 


details. 
OVER 





DUPON 





Railroad learns what happens 
when it stops using FOA-2 


Not long ago, a leading railroad tried 
an interesting experiment: 

They had been using Du Pont FOA-2 
to keep diesel locomotives free from 
filter plugging and other potential fuel 
problems. At one point, however, they 
felt that the sludge problem wasn't 
severe enough to justify continued use 
of the additive. So they discontinued 
use of FOA-2 in certain fuels, to meas- 
ure its value. 





Shortly after the test started several 
cases of fuel incompatibility were re- 
ported for the first time; filter plugging 
increased; and it was cui found 
that the cost to replace the filters was 
more than the cost of the FOA-2 they 
had previously used. 

Today, this railroad is once more us- 
ing FOA-2 to reduce sludging and keep 
filters clear. Costs and maintenance 
and worries are once more back in line. 


Du Pont AFA-1 ssisiliai eines 
corrosion protection for Aviation Fuels 


Refiners are reminded of the very high 
effectiveness of DuPont AFA-1 Avia- 
tion Fuel Additive as a corrosion in- 
hibitor. 

Concentrations as low as 2-4 pounds 
per 1,000 gallons have been found to 
produce rust inhibition in some fuels 
by the modified ASTM D665-54 Dy- 
namic Rust Test. 

Exact dosages, of course, depend up- 
“on the characteristics of the fuel itself 
But the consistently low amounts of 
AFA-1 ina can mean substantial 


savings in your additives costs. (An- 
other advantage of AFA-1: the water 
tolerance test on aviation gasolines as 
jet fuels is more easily met.) 

In addition to automotive and avia- 
tion gasolines, DuPont AFA-1 brings 
the advantages of corrosion inhibition 
to other petroleum products such as 
heating oils and diesel fuels. Contact 
your DuPont Petroleum Chemicals 
a for additional informa- 
tion. Ask for our bulletin on DuPont 
AFA-1. 








Plant pore 


Mathematical Model 


From these data, a mathematical mod- 
el was built which could be modified at 
will and examined by computers. The 
Univac then translated these models 
into actual blending plant designs. For 
any prospective design, for example, 
Univac could evaluate such data as 
specific gravity of the fluid, viscosity, 
barometric pressure and initial vacuum 
to determine unloading time. Optimum 
performance values were then estab- 
lished. 

The result: an updated lead blend- 
ing plant design that: 
Reduces unloading time because every 
valve and fitting is operating at its 
known, optimum capacity. The opera- 
tor’s effort is reduced as well, since his 
work area is now at the end of weigh 
tank. Waste motion is eliminated. 


Reduces construction costs through a 
more compact, modern design. The 
“straight-line” plant occupies less floor 
area, eliminates windows and the for- 
mer “L” floor plan. With the weigh 
tank installed on the scale, several tons 
of structural steel supports are elimi- 
nated, 

Reduces maintenance, for example, 





desea a new ball valve design which 
provides for low pressure drop. This 
valve is equipped to minimize leakage 
and packing problems. 


Full Details Available 


Interested refiners can obtain full de- 
tails on this new blending plant design 
by contacting the nearest DuPont Pe- 
troleum Chemicals representative. His 
office is listed in the box below. 








You ought to know 


LEWIS Z. CAREY, manager of our Pitts- 
burgh district office. He succeeded the 
late Afton D. Puckett in mid-1959. 

A native Philadelphian and a grad- 
uate of the University of Delaware, 
Lew Carey first came to DuPont in 
1941 when he joined the Organic 
Chemicals Department. Later that year 
he began four years of military service 
as gunnery officer aboard a destroyer 
escort. 

He returned to Du Pont late in 1945 
and was a sales correspondent for our 
Alcohol and Camphor Division until 
1951, when he joined the operations 
section of the Petroleum Chemicals Di- 
vision as a technical assistant. Shortly 
afterward he became a sales service 
representative in our Eastern region, 
and then became the first manager of 
our Philadelphia district office in 1955. 
In that assignment, he was effective in 
serving the petroleum refiners and 
marketers in that area with the techni- 
cal, marketing and refining know-how 
of DuPont’s Petroleum Chemicals Di- 
vision. 








SALES OFFICES —— 


Chicago 3—8 So. Michigan Ave. 
Cleveland 15—101 Prospect Ave. 


Houston 2— 
705 Bank of Commerce Bidg. 


Los Angeles 17—612 So. Flower St. 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza LOcust 8-3531 
Pittsburgh 22—1 Gateway Center ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


in Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12, 
Ontario HUdson 1-6461 


OTHER COUNTRIES: 
Petroleum Chemicals Division, Export Sales, 
Wilmington 98, Delaware PRospect 4-2962 


RAndolph 6-8630 
MAin 1-3422 


CApitol 5-1151 
MAdison 4-1354 





REG. u.s, Pat OFF 


Better Things for Better Living 
+. through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 
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NOTHING LESS than Autocar can 
match Autocar’s ability on a ton- 
mile-dollar basis. The bigger the 
loads, the greater this truth. 
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Repeat bonus...every Autocar trip! 


Every turn-around, this Autocar 
hauls an extra 700 gallons of pay- 
load practically free. Earning capac- 
ity is increased because tractor 
weight is decreased—by a good 25%. 

Autocar engineers designed the 
“A” models to cut chassis weight— 
but not performance. No brute 





strength was yielded. No stamina 
sacrificed. No compromise was made 
in quality. And another important 
Autocar bonus is present in every 
model—each is fully custom-engi- 
neered for its particular job. 
Records prove that Autocars help 
increase profit margins for their own- 


Autocar 
— 








ers. The extra investment in an 
Autocar results in extra profit—high 
performance—low maintenance. 
Buy less if you can afford it . . . but 
when every dollar counts, give your- 
self the advantages of the ‘““World’s 
Finest’. White-Autocar comprehen- 
sive service throughout the U.S.A. 





Division of 
The White Motor Company 
Exton, Pa. 






With Esso’s plan, you can boost CO: readings .. . 


- « » reduce smoke for cleaner burning . . . 


Esso's HEP to Help Oil Heat 


Esso Standard’s $1-million ‘Heating Efficiency Program’ (HEP) is now 
up for grabs—by other majors and jobbers. Here’s what it means 


HIS MONTH Esso Standard gives to the 

heating-oil industry a $1-million research and 
marketing program designed to make high-pres- 
sure, gun-type burners more efficient and to re- 
place worn-out equipment. The offer is a gift with- 
out strings. 

In explaining the move, Phil Atkinson, Esso’s 
manager of burner sales, “We, and I mean the 
entire oil industry, are all in the fight against nat- 
ural gas.” In making its move, Esso, in effect, says: 
We’ve come up with a sure-fire way to upgrade 
existing burners so that accounts won’t give gas 
heat a second thought. It works, and it is easy to 
use. We think others might be interested. If they 
are, here it is. 

Esso is offering its “Heating Efficiency Program” 
(HEP) first through local oil-heat groups in its 18- 
state market. That’s expected to keep Esso busy 
for a while. But majors and other-than-Esso job- 
bers in areas without such groups and in areas out- 
side of the Esso market won’t be turned down if 
they ask for HEP data. 


How HEP Came About 


HEP has been in the works since 1955, when 
Esso asked Esso Research and Engineering to probe 
oil-burner problems and find cures. The aim was 
to make equipment more trouble- and service-free 
and efficient. A report on Esso Research’s prelimi- 
nary findings made at Oil-Heat Institute conven- 
tion (NPN-Aug. ’56, p125) gave these facts: 

e@ Too many burners were too big for the size 
homes they were heating. Burners were being over- 


e@ Stack temperatures were too high, down-time 
stack losses too great. Too much oil was being used 
to bring stack temperatures up before the burner 
was heating the house. 

e@ Combustion chambers were too big. Smaller 
ones would increase air-oil turbulence and result 
in better combustion, reduced smoke, and a hotter 
fire. 

e@ End cones could be smaller to improve tur- 
bulence. 

If equipment was modified to overcome these 
points, Esso Research said, substantial savings 
would result and homeowners would find oil heat an 
attractive package. 


What HEP Is All About 


Essentially, HEP is tied pretty close to that Esso 
Research preliminary report. Says Charles Blood, 
Esso’s assistant manager of fuel-oil sales, “We 
found that by reducing the firing rate, we could cut 
stack temperatures and reduce down-time stack 
losses. . . . By increasing turbulence we could im- 
prove combustion, reduce smoke, and produce a 
hotter fire.” 

To the $750,000 spent by Esso Research, Esso 
Standard added $250,000 to put out an engineering 
manual, containing Research’s recommendations; 
how-to-do-it data; prefigured tables, charts, and 
graphs; and inspection, efficiency-calculation, and 
burner-modification forms. 

Any major or other-than-Esso jobber can get on 
the HEP bandwagon for less than $20. For that 
sum a heating-oil marketer will get Esso’s step-by- 
step engineering manual ($5), a device to check air- 
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. » match nozzle spray to air pattern. . . 


spray patterns of burners ($9 from Gilbert and 
Barker Manufacturing Co., Springfield, Mass.), and 
an inside-outside caliper (about $2) to measure the 
diameter of blast tubes so that properly fitted end 
cones can be installed on burners that need such 
modification. 

Esso says no special training is needed to get 
HEP rolling within your company. “Anybody who 
can read and understand English should have no 
trouble,” Atkinson says. “All the information they 
need is in the manual.” 


Here Are HEP’s Results 


In areas where Esso direct-markets heating oil, 
it has sold 1,600 HEP jobs in the little more than a 
year the program has been in effect, the company 
reports. Many of its jobbers have also gone into the 
program, but Esso has no figures on their sales. 
HEP has, according to Blood, become a “very 
powerful public-relations and sales weapon.” 

In Newark, N. J., where Esso set up a pilot HEP 
program, the company sent out 1,000 letters and 
questionnaires to its accounts asking them if they 
were interested in the possibility of lower heating 
costs. With 370 replies, Esso did the following: 

e Eliminated 67 prospects because their equip- 
ment was not high-pressure gun type. 

@ Sold 130 jobs, or 54%. of the remaining 
242 prospects. 

@ Made a gross profit of 30% on the work. 

e@ Increased the average efficiency of burners 


PHIL ATKINSON 

Esso Manager of Burner Sales 
‘We won’t turn down anyone who 
wants help with HEP. We are all 
in a common battle with gas, and 
we all want to keep the market 
we have.’ 
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- - » reduce chamber size for more turbulence. 


from 64.4% to 79.7%. After a full season’s opera- 
tion, average burner efficiency went down to 77%. 
But original HEP efficiency was restored in normal 
check-up work. 

Cost of burner modification, Esso says, ranged 
from $35 to $116, the average about $68. Where 
savings were small, only a few went for HEP. But 
when possible savings went as high as $100, sales 
of HEP were 100%. 

In selling HEP, Esso didn’t guarantee savings 
on oil. Esso figures guaranteeing a certain saving is 
risky because there’s no control over changes in 
heating habits of an account. Nevertheless, savings 
ranged from $21 to $224, or from 8% to 35% of 
former fuel bills. Average saving was $65, or 23% 
of former oil bills. 

In addition, HEP customers seem satisfied. In 
April Esso checked, through an independent sur- 
vey, the reaction of homeowners who went for 
HEP. It found 41% felt there had been some sav- 
ing, 55% said HEP investment was worthwhile, 
82% said homes were more comfortable, and 70% 
were willing to recommend it. 

Esso adds that 25% of the homeowners were 
thinking about gas before HEP. Now, half this 
group is satisfied with oil heat. 

In Pelham, N. Y., another Esso direct-marketing 
area, 263 HEP jobs were sold. Results from 85 of 
them show: 

e@ CO, range increased from 2.5%-9% to 9%- 
11%. Average up from 7% to 10.3%. 


e@ Stack temperatures cut back from 540-1,000 
deg. range to 420-800 deg. range. Average cut was 
from 746 deg. to 613 deg. 


e@ Efficiency range of 50%-74% increased to 
71%-82%, with average up from 65.3% to 
80.3%. 

e@ New burners sold: 53. Companywide, new 
boilers or burners or both were sold to 30% of 
HEP prospects. “We can pinpoint the need and 
justification for a replacement burner easily and 
beyond questions with HEP,” says Blood. . 





ate YOUR PRODUCTS INTO LINE 


4 


Style 40 


BRONZE * STEEL © ALUMINUM © MONEL 


FULL UNRESTRICTED FLOW © EFFORTLESS MOVE- \ 
MENT © GREATER LOAD CARRYING CAPACITY 
e “O'' RING SEALED CONTAMINATION 
FREE OPERATION e@ PERFECT ALIGNMENT 


The wide range of sizes and styles of 
OPW BALL BEARING SWING JOINTS 
offers many and varied applications 
for safely handling liquids of diversi- 
fied viscosity at required tempera- 
tures and working pressures. 


Free Catalog F-8 provides engineer- 
ing data, sizes, styles and recom- 
mendations. 
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OPW CORPORATION | 


2735 COLERAIN AVE. * CINCINNATI 25, OHIO fF 
Kirby 1-5400 
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What Makes Oil-Heat Men Tick? 


How do you stack up against other heating-oil 
jobbers? Try these new facts for comparison 


OIL-HEAT Institute of America’s dis- 
tribution division now knows more 
about the type and scope of business 
conducted by its members in all parts 
of the United States and Canada. As 
a result, jobbers themselves have a 
clearer picture of how they stack up 
as a segment of the oil-heat industry. 

Results of the survey, which got 
replies from 40% of the distribution 
division’s members, show this com- 
posite picture of OHI-member oil job- 
bers: 

e A majority of them sell, install, 
and service oil-heat equipment, and 
a small but impressive number install 
gas equipment. 

e A majority of jobbers have an 
installation department of two to four 
men. They have service departments 
of the same size. 

e Half of the jobbers have a one- 


man sales department, and fewer still 
go to the extent of hiring a sales man- 
ager. 

e A majority prefer to assemble 
burner-boiler or burner-furnace units 
on the job. 

e Close to 9 out of 10 jobbers 
handle distillate heating oil, and nearly 
one third handle residual fuel oil. 

e Nearly half of the jobbers han- 
dle 1-million to 4-million gal. a year. 

Seven out of 10 jobbers own their 
own bulk storage. A majority have 
storage capacity up to 100,000 gal. 

e Three-fourths of the jobbers 
operate 1-6 trucks. 

e One in four does sheet-metal or 
air-conditioning contracting work or 
both, and one in 10 handles plumbing 
contracting. 

(Full details of the survey will run 
in next month’s NPN.) 





>To find out what happens to the 
calendars Gulf Oil and its jobbers 
hand out to heating-oil accounts, 
the company hired a research insti- 
tute to quiz some 300 accounts in 
a four-state area. Here’s what Gulf 
learned: 

e 75.2% who received the cal- 
endar used it. 

e 71.9% liked its size and de- 
sign. 

e 74.1% thought copy on the 
back sheets was interesting and 
useful. 

e 95% wanted to continue to 
get the calendar. 

e 89.8% were currently buying 
heating oil from the jobber who 
sent the calendar. 

e 94.3% knew the location of 
their Gulf jobber’s office. 

Gulf is using the same type of 
calendar, with general home-mak- 
ing hints on the back sheet, for 
next year. But instead of starting 
with January 1961, the calendar 
starts off with December 1960, to 
give Gulf Solar Heat jobbers an 
extra month of use from the calen- 
dars they distribute. 





Memos for Fuel-Oil Men... 


» About once every two years, gen- 
erally in the cold-weather months 
of November and December, a 
Philadelphia heating-oil jobber cir- 
cularizes his will-call accounts in a 
single mailing, pointing out the 
advantages of degree-day deliveries. 
Results to date show that upwards 
of 40% of will calls on the books 
swing to automatic deliveries. 


> Oil-Heat Institute of Westchester, 
Scarsdale, N. Y., took advantage 
of interest in compact cars to get 
extra mileage from its oil-heat dis- 
play at a county home show. A 
Corvair was awarded to the person 
coming closest in estimating sav- 
ings of oil heat and oil-fired hot 
water over gas in three Westchester 
homes. Contestants had only pic- 
tures of the homes to go by. 


Equipment modernization is the 
main pitch of Oil Heat Council of 
New Jersey’s newspaper ad promo- 
tion program. OHC is using the 
following slogan, “Move up to 
1960’s oil heat,” in 42 newspapers 
throughout the state. 
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‘To cloge up -jugt lock up! 


' 


@ Lubar displays oil and TBA on 
fronts @ Holds 60 cans— compartments f 
~ empties, spout and drainage @ Install 
pumps, or separately, for easy acce 
several islands @ It's the greatest 
‘dil sales in years @ Call your 
ive or write for. 
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THIS IS A GIANT AIRCRAFT REFUELER... 


“Sys SAAS 
SIZE FOR HOME ag Ps, mart. & FR, 
FUEL DELIVERY 


ge 


a 





BUT ONE GORMAN-RUPP 6” PUMP [iis 
EMPTIES THIS GIANT AIRCRAFT | ’agueerpearmae 
REFUELER IN 8%0 MINUTES 


THE GORMAN-RUPP COMPANY * MANSFIELD, OHIO 
Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 
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During development of new motor oil, samples went from 
deep freeze (left) to radiation test 


New Motor Oil 


Tested by a taxi fleet, the oil 
is said to combat sludge better 


A NEW MOTOR OIL has been developed by Esso 
Standard with the aid of an electronic computer. 
The product is said to be superior to other premium 
lubricants in keeping car engines cleaner. 

An IBM 704 “brain” was used in the prepara- 
tion of “New Uniflo,” because of the complexity 
of the motor oil formula. Atomic radiation was also 
used to keep track of molecules as they were built 
into the formula. 

In 3-million miles of tests, Esso found the oil 
had better antisludge characteristics than other 
lubricants. A fleet of 150 New York City taxis were 
used to road-test the oil in stop-and-go travel when 
sludge collection in engines is extremely severe. 

“New Uniflo” is said to attack the problem of 
car engine lubrication and cleanliness in a different 
way from other motor oils. It breaks up engine- 
formed sludge into minute particles, which are 
kept floating away from engine parts to prevent 
damage. When the oil is changed, the sludge is 
drained off with it. 

The new motor oil is also said to have a com- 
bination of properties that improve quick starting 
and reduce engine knock. 

Esso Standard believes this is the first lubricant 
developed where an electronic computer has played 
such a prominent role. Radioactive tracer work 
was used previously by Esso in the development of 
its premium gasoline “Esso Extra,” introduced in 
May 1958. 

The research and development of the oil was 
done at Esso’s Linden, N.J., laboratories. 
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Lubrication 


Bulk Grease Truck 


‘Kettle to bearing’ delivery 
cuts grease shipping costs 


SAVINGS in dollars and hours—that’s Cities Serv- 
ice’s claim for its new “kettle to bearing” grease 
delivery system. 

Cities says the new technique is “of major sig- 
nificance to American industry, which consumes 
more than 300-million Ibs. of lubricating greases 
each year.” 

Formerly, Cities Service made bulk delivery of 
liquid grease to industrial customers in 400-Ib. 
drums. These called for extensive storage space and 
a great deal of manual handling particularly in 
cleaning and refilling. 

The new bulk delivery system utilizes a specially 
desilgned tractor-trailer unit with two huge cylin- 
drical containers, each holding 12,000 Ibs. of multi- 
purpose grease. 

Grease is pumped from the truck directly into 
the plant’s central storage tanks via a 4-in. line. 
The truck’s load of 24,000 Ibs. can be dumped in 
about 60 minutes. 

“The innovation is one of those happy circum- 
stances where everyone benefits, both the customer 
and the grease maker,” says the oil company. “The 
new system reduces overhead all along the line 
and makes possible substantial savings in man- 
power, money and space.” 

The result of more than two years of research, 
the new system has been tested at Chicago plants. 
It was developed in conjunction with industrial 
customers of Cities Service and Du Bois Engineer- 
ing and Manufacturing Corp. 

Cities says the new bulk delivery system will be 
extended to major cities in the company’s market- 
ing area. It claims that savings realized by cus- 
tomers would justify the expense of building central 
storage tanks from which grease would flow to key 
points. 


New truck carries 24,000 Ibs. of multipurpose grease 





STUCK 
VALVE CORE 
HEADACHES 
CURED 
FOREVER! 


New Swivel-T Valve Cores come out clean and easy... 
yet assure the most positive air seal you ve ever made 


If you haven’t taken advantage of Schrader’s Swivel-T Valve Cores, you’re 
behind in important daily service. The Swivel-T can’t stick! Makes the 
best seal! Won’t ever break off in the valve stem! Assures faster, better 
service for customers and profits for you. 

Look for the white washer. This Swivel-T sealing gasket is made of 
Tefion~slipperiest substance known. Its built-in lubrication makes it self- 
swivelling, and it shrugs off oil, water, acids. Temperatures from —100°F. 
to 500°F. don’t faze it. Slides in and out like magic, leaving valve walls 
clean. 

Yet Schrader Swivel-T Valve Cores cost no more than previous Schrader 
cores. Your supplier has them in stock. See for yourself how you can make a 
better seal. *A duPont Trade Mark 


Use #4000V Bulk 
boxes of 100 in 
the tire room 


Display 
packages of five 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Inc. 


FIRST NAME 


IN TIRE VALVES 


o division of SCOVILLE FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


Made in America to American Standards of Quality 
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Is the Robinson-Patman Act Good for Marketing? 


YES eee SAYS JOHN HUEMMRICH 
sumers. Monopoly pricing and the price-discrimi- 
nation practices which lead to monopoly bring in- 
evitably higher prices and hence contraction of con- 
sumer demand for our industry’s products. Thus 
prevention of price discrimination is essential to as- 
sure an expanding industry. 


5. In just the past few years there have been 
hundreds of price-discrimination cases (like that of 
the Cincinnati kerosine dealer) in a single segment 
of the petroleum industry, the distribution of gaso- 
line to retailers. The cases are fully documented in 
thousands of pages of testimony to Congressional 
committees and multitudes of complaints to anti- 
trust enforcement agencies. Every such case is a 
vital argument for preservation and strengthening 
of the Robinson-Patman Act and for the benefits 
this act affords the gasoline-distribution industry. 


For those of us who have lived with these prob- 
lems as I have as an officer of a gasoline dealer as- 
sociation in my own city, state, and nation; for 
those of us who know the facts and who have the 
welfare of our whole industry at heart, there is a 
solemn responsibility to keep the oil industry mov- 
ing forward in progress and opportunity. 

This can only be done through continuing our 
fight against destructive price-discrimination prac- 
tices and for more effective enforcement of a 
strengthened Robinson-Patman Act—until the last 
scourge or price discrimination in our industry has 
been eliminated. 





NPN Battleground 





(Begins on page 103) 


NO eee SAYS DAN LUNDBERG 

I’m not saying repeal would make Everything 
Right. I’d simply like to see us back away from 
some useless concepts: 

e That legislation helping the inefficient is bene- 
ficial. 

e@ That price reforms are good for our social 
system. 

e@ That an antitrust policy aimed solely at pre- 
serving competition, as such, is insufficient. 

Having backed away from such concepts, we 
need hardly fear the moderate confusion that might 
follow if a supplier assigned prices according to 
demand conditions, rather than “in observance of 
the Robinson-Patman Act.” 


I have contemplated all the evasive monkey- 
business that men of undeviating rectitude (in 
other respects) have employed in marketing under 
the Act. Are they schizoids, born or trained es- 
pecially to scoff at the law? Are they becoming 
cynical; irresponsible to humanity? No. They are 
generally nice guys. 


This is probably the first time-Gandhi has been 
quoted in an oil industry publication, but here goes, 
for an immediate suggestion: 


“That we should obey laws whether good or bad, 
is a new-fangled notion. There was no such thing in 
former days. The people disregarded those laws 
they did not like and suffered the penalties for their 
breach. It is contrary to our manhood if we obey. 
laws repugnant to our conscience.” 


NPN Reprints You Can Use In Your Business... 


e Brand-New Guide to Jobber Estate Planning— 
Tailor-made for the independent distributor, but also 
valuable for the salaried manager or company repre- 
sentative. Packed with the latest tax-law facts. Sure to 
save you money, perhaps your business. 12 pages— 
75¢. Reprint R22. 


e New Insights into Pricing—Special report on the 
“inside” aspects of pricing, including three important 
new independent surveys. Helpful briefing materials 
for new men, field reps, and everyone interested in 
prices. 12 pages—75¢. Reprint R21. 


e New Forces in Marketing: How They Affect You— 
A handy 28-page package of three exclusive reports on 
new competitive forces in the ’60s, published in NPN’s 
October, November and December issues. Tells how 
food and discount-house chains are getting into gasoline 
retailing, how to meet them, how to nail down your 
existing markets and build new ones. A must for every 
marketer. 28 pages—$1. Reprint R20 


e What’s Hot in Oil Heat—An information-packed 
report on the hottest, most successful sales-builders in 
oil heat today. 16 pages—$1. Reprint R17 


e What New Refining Trends Mean—Invaluable for 
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non-technical oil men. Explains terms and processes, 
tells how new developments affect marketing. Another 
key training aid. 12 pages—75¢. Reprint R12 


e How to Figure Gas vs. Oil Cost—-A simple and 
lucid explanation of how to figure whether natural gas 
or oil is cheaper in your area. A vital sales tool. 2 pages 
—25¢. Reprint R15 


e Nine Ways to Outsell Gas Heat—All the ammuni- 
tion heating oil men need to strike back at their 
toughest competitor. 4 pages—25¢. Reprint R10 


e How to Sell Your City Council on a Permit—A 
step-by-step plan showing how to use available local 
Statistics to prove stations are safe. 4 pages—25¢. 
Reprint R9 


e Trading Stamps—How to fight them, how to man- 
age them, when dealers should use them. Most com- 
prehensible study of its kind. 12 pages—75¢. Re- 
print R6 


Please order reprints by number. Prices quoted are 
for single copies; quotations for bulk orders avail- 
able on request. Write Reader Service Dept., Na- 
tional Petroleum News, 330 W. 42 St., New York 36. 





Planning Combination Bulk Plant-Service Stations? 


Red Jacket “OVG-ALO ™ vsrnocnen* 


will give you Big Savings 


if) 


1a wy 
ee 


Five 
When you combine the economies and 
operating advantages of underground bulk 
storage with the low installation and main- 
tenance costs of Red Jacket ““BIG-FLO” 


Submersible Petroleum Pumps, you can 
count on big overall savings. Five models of 


these efficient pumps are engineered for bulk 


petroleum handling. Available in sizes from 
one to five horsepower with capacities to 
260 gallons per minute, total heads to 110 
feet—and all models are listed by Under- 
writers’ Laboratories, Inc. 

Red Jacket ‘“‘BIG-FLO” Submersible Pe- 
troleum Pumps cut installation costs since 
they eliminate such equipment as foot or 
check valves, suction piping and fittings to 


Models with Capacities to 260 GPM... 


bottom of tank, gate valve on pump dis- 
charge, and concrete base for pump and 
motor. They save maintenance costs since 
they are lubricated by the petroleum prod- 
uct pumped, and direct drive eliminates wear 
on drive connection parts. These advantages, 
together with out-of-the-way and out-of-the- 
weather location, lack of vibration and vapor 
lock, make them virtually trouble-free. 

Red Jacket “BIG-FLO” Pumps have built- 
in air eliminators and are available with 
adapter for floating suction. Have also been 
successfully used for pumping industrial 
solvents and chemicals. For more informa- 
tion about Red Jacket “BIG-FLO” Pumps, 
contact your nearest representative. 


» » » «Contact your nearest RED JACKET REPRESENTATIVE for complete informations «+ «++ (s 


lo 
Robert B. Cox, 12133 Coyle Ave., Detroit 27, Michigan @ R. M. ‘‘Mac’’ Crowder, 5719 W. Hanover St., Dallas, Texas @ =| (US SS da 
Henry D. Fairlie, 15 West 44th Street, New York 36, N.Y. @ R. L. Faubion, Sr., 2525 S W. Boulevard, Kansas City, Missouri — 

© Joe R. Mooney, 2704 St. Claude Ave., P.O. Box 3294, New Orleans 17, Louisiana e E, P.‘‘Ted” Muller, 1306 East 17th Ave., ‘ 
Denver 18, Colorado @ R. E. Sanderson, 221 11th Street, San Francisco 3, California @ A. R. Sedgebeer, 2711 So. Hill Street, sae wg 

Los Angeles, California @ A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Illinois ¢ Gardner Udell, 3820 College Avenue, Lererond 
Indianapolis 5, ind. @ Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. e C. E. ‘Red’ Weaver, 4223 Cincinnati-Brookville Road, wi 
Hamilton, Ohio @ John F. Young, 235-37 Spahr St., Pittsburgh, 32, Pa. @ E. ‘Al’ Zahl, 1516 So. 5th St., Minneapolis, Minn. 


RED JACKET Manufacturing Company 
- « « » ~PETROLEUM EQUIPMENT DIVISION ¢ Box 270,Davenport,lowa ************ 
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Texaco Dealers are getting thousands of new customers as a result 
of Texaco’s big Spring TV Contest, now in full swing. Many of them 
will become permanent customers! This is another example of the 
support Texaco gives its Dealers with seasonal promotions. Full-page 
ads in 6 leading national magazines will be seen by 75 million readers. 
On television, the Texaco Huntley-Brinkley Report will tell millions 
of motorists about this big promotion. There will also be a saturation 
of TV spot announcements. Newspaper ads will blanket the country. 
Outstanding display material will attract motorists into Texaco 
stations. For Texaco Dealers it adds up to more traffic, more new 
customers, more sales. No wonder Texaco Dealers are such busy 
Dealers! They make more by selling the best ... TEXACO 
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5 SY ON A RE OG 
NPN-S 
A PROMISING FUTURE is one of the advantages 
of being a Texaco Dealer or Distributor. There 
may be an opportunity for you. Investigate — send 
this coupon to Sales Manager, Texaco Inc., 135 E. 
42nd St., New York 17, N.Y. 
| would like complete information about the possi- 
bility of my teaming up with Texaco as a: [_] Dealer, 
[] Consignee, [J Distributor. (Please check) 
NAME. 
STREET 


CITY a 
STATE 


123 





Three of Ripley Oil Company's eight Macks line up to take on fuel for delivery throughout the 
big rural area serviced from the Ripley, Ohio, headquarters. Customer service rates high where 
fuel oil deliveries are concerned. That means using the most dependable trucks you can get. 


Dependable service 


Starts with dependable trucks 


“Dependable service makes old 
customers out of new, and our 
Mack trucks supply that depend- 
ability.” That statement’s from 
Mr. Richard Finney, president of 
Ripley Oil Co., Inc., of Ripley, 
Ohio. 

Ripley Oil operates in rural 
areas where operating conditions 
are frequently unfavorable. Yet, 
over the years, Ripley’s consistent- 
ly dependable service has resulted 


MACK 


for over 7 straight years 


by far in sales of 
diesel trucks 


MAC K 


FIRST NAME FOR 


TRUCKS 


in a steadily growing list of sat- 
isfied customers. 

You can be sure your customers 
get dependable service if Mack 
trucks do the job. Here’s why... 
a Mack truck is a quality vehicle. 
It is not just Mack-assembled— 
it’s Mack-bui/t. Mack manufac- 
tures its own engines, axles, trans- 
missions, cabs, and other compon- 
ents. Every vital part is built by 
Mack for Mack trucks alone. Fur- 


thermore, fuel oil distributors find 
that Mack quality means balance- 
sheet savings in repairs, parts re- 
placement, maintenance, fuel and 
downtime. 

Your Mack branch or distribu- 
tor will be glad to help you select 
the model best suited to your re- 
quirements. Mack Trucks, Inc., 
Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd., Toronto, 


Ontario. i 





Transportation 





New Unit-Built Aluminum Tank 


It's made of long aluminum sections extruded so as to make reinforcing 


a part of the tank. The manufacturer calls it a major breakthrough 


A ALUMINUM tank-trailer of new design, said 
to be stronger than conventional light-metal 
units, has been developed by Trailmobile Inc., sec- 
ond largest U. S. trailer maker. 

The design, says Trailmobile, is a major break- 
through, utilizing for the first time aluminum’s full 
weight-saving potential without sacrificing any 
strength. 

The tank-trailer was developed at Trailmobile’s 
Springfield, Mo., plant, which is geared to produce 
40 to 50 of the new units a month. The company 
reports that one month’s production was taken 
by five oil haulers in advance of the official un- 
veiling. 


What's New about the Tank-Trailer? 


Here’s how the new unit differs from conven- 
tional units: 

e@ The trailer chassis is integral with the 
tank. Four longitudinal aluminum extrusions, with 
reinforcing built in (see photo), are welded to form 
the combined chassis and tank bottom. 

e The trailer chassis has no welded cross 
joints in the frame, no pads welded to such joints 
for extra strength, and no cross members welded 
from side to side. 

e@ The tank-trailer has 50% less welding in 
the bottom, 30% less welding over-all. All fully 
circumferential welds are eliminated because tops 
and bottoms are extruded. 

e@ The tank-trailer has longitudinal stiffeners 
inside the tank over the upper fifth-wheel plate 
and over the rear-suspension unit. 

The new tanks are made only in cylindrical shape 
(diameter 77 in.). Harry Crank, manager of the 
Springfield plant, says, “That shape solves all of 
the weight-distribution problems west of the Mis- 
sissippi and 95% of the problems east of the 
Mississippi.” 

The tank-trailers come in sizes from 37 to 45 
ft., or from 8,400 gal. to 10,500 gal. Prices are 
competitive with those of conventional units, Trail- 
mobile says. 


Why the New Design? 


Crank says the industry may have jumped into 
aluminum tanks too soon back in 1955. “It was 
soon faced with poor-quality trailers because of a 
lack of material knowledge and a lack of design 
knowledge.” Most of the bugs were worked out 
by 1956, but at a $3-million to $4-million cost 
during warranty, he adds. 

The industry uses a hardened aluminum (H-32) 
with yield strength and break point equal to those 
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of steel, says Crank. “But in welding aluminum, 
heat destroys some of this strength.” It was pos- 
sible to so weaken aluminum with welds that it 
had the lower yield and break point of zero-temper 
aluminum, he explains. 

“Welds were about 85% efficient,” Crank says. 
So small leaks sometimes showed up after tanks 
had been on the road. 

Trailmobile has upgraded its aluminum welding 
by testing all welders. Those who fail are told 
to brush up on techniques if they want to work 
on aluminum tanks. 

Trailmobile says all new engineering was not 
confined to the tank or chassis. There is also a 
new rear-suspension unit with a short-arm tandem 
that prevents the transfer of brake torque from 
one axle to the other. The result, says Trailmobile, 
is that the tank rides smoothly under all road con- 
ditions, and the rear suspension won’t skip or 
bounce whenever brakes are applied. cs 





UNIFORM SHOWN OF 689 








7% ‘‘DACRON" POLYESTER FIBER, 38% RAYON 





“DACRON ADDS YEAR-ROUND FRESHNESS TD PHILLIPS’ NEW LOOK! 


Rugged summer and winter uniforms containing “Dacron” stay neat in any weather...save money, too! 


Summer and winter uniforms made with 
“‘Dacron’’* polyester fiber and rayon, 
plus new color schemes, signs and light- 
ing, are giving a year-round new look 
to Phillips 66 stations. 

Thanks to “Dacron”, Phillips station 
salesmen are always neat in uniforms 
that hold their press, fight wrinkles, 
keep a crease in any weather. These 


comfortable uniforms aremoney savers, 
too;they’re acid-resistant,they’reextra- 
durable to help you keep your repldce- 
ment costs down. They can be washed or 
drycleaned as desired. 

Give your stations the year-round 
neatness that Phillips has—buy winter 
and summer uniforms of “‘Dacron’”’ and 
rayon. See them soon! 


*Du Pont’s registered trademark. Du Pont makes fibers, does not make the fabrie or uniform shown. 


H.D.LEE 


} 


DACRON 


POLYESTER FIBER 


@U POND 


REG. U.S. PAT. OFF 


Better Things for Better Living . . . through Chemistry 


tailors these uniforms for ruggedness, durability, comfort. 
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“HAVE YOU LOOKED INTO THE 2Adtecocaxy WING-LUME AND VIKING POLE?" 


uality a 


LOW COST 


DEDICATED TO QUALITY AND SERVICE 
“YOU CAN SEE THE DIFFERENCE!” 


The combination of Whiteway’s Wing-Lume fixture and Viking 
pole make the perfect driveway and area lighting . . . place the 
light directly over the area to be lighted for maximum efficiency 
and still leave enough clearance for trucks. 


WING-LUME FIXTURES POST ADAPTER WITH ADJUSTABLE ARM 
(Originated by Whiteway) (Originated by Whiteway) 


Three sizes... 4 ft.. 6 ft.. 8 ft. Made of — strong aluminum 
Adjusts to almost any angle 
jo _ er — Rises or lowers in vertical direction 
ice of type lamps Rotates clockwise or counter-clockwise 
Hinged aluminum doors 


Two coats of baked exterior enamel VIKING POLE 
Water-tight gaskets (Originated by Whiteway) 
Curved reflector for greater spread Four sizes. . .12 ft.. 14 ft.. 16 ft., 18 ft. high 
of light Gracefully, yet efficiently curved 
Steel construction 
Finished with iron oxide paint 


IF IT'S NEW IN OUTDOOR LIGHTING, IT’S USUALLY A WHITEWAY 


FREE CATALOG AND LIGHT CHARTS 
[AY MANUFACTURING CO. 
AREA OFFICES 1708 Oomen Png mee 23, Ohio 

CHICAGO, ILL., HARRISON 7-2718 

REGIONAL OFFICES TULSA, OKLA... LUTHER 5-5955 pases 
CINCINNATI, OHIO, BRAMBLE 1-2760 SAN JOSE, CAL,, ANDREWS 4-5055 COMPANY NAME 
DENVER, COLO., TABOR 5-7205 KANSAS CITY, MO., JACKSON 3-1544 ADDRESS. 
FT. LAUDERDALE, FLA., JACKSON 3-4090 ROYAL OAK, MICH. LINCOLN 6.9762 jai 
MOUNTAIN LAKES, N.J., DEERFIELD 4-2566 CLEVELAND, OHIO, MAIN 1-7151 pis 


WITH DISTRIBUTORS IN EVERY MAJOR CITY IN THE UNITED STATES ATTENTION: 























WHITEWAY MFG. CO.*:1736 DREMAN AVE. © CINCINNATI 23. OHIO 
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Jobber Guttman stores just about everything a station operator, garageman or bodyman could want 


How fo Hit Paydirt With Auto Parts 


This jobber set up a separate company to handle TBA for his accounts. 
Now it's handling almost everything for the automotive trade 


EO GUTTMAN admits he knows a lot less about 

TBA than he does about selecting station 

sites and marketing gasoline. But that hasn’t stop- 

ped him from building a profitable TBA and auto- 
supply business. 

Guttman heads Guttman Oil Co., Texaco gaso- 
line and heating-oil jobbership in Speers, Pa. In 
1951 he turned TBA over to his brother Jesse, and 
the choice proved a good one when Jesse moved 
into diversification. 

As president of Guttman Supply Co. (no corpo- 
rate connection with the Texaco jobbership), Jesse 
Guttman has handled TBA for Guttman Oil’s 
dealer accounts. Seeing an opportunity, he added 
garage and body-shop accounts and expanded 
from TBA-only into TBA and automotive supplies, 
covering Western Pennsylvania and West Virginia’s 
panhandle. 

Pattern for Expansion—For six years, Guttman 
Supply handled TBA for its oil-company and auto- 


motive accounts from its office-warehouse in Speers. 
Plant included a 30x80-ft showroom, a 20,000 
sq.-ft. warehouse and ample parking space. 

The first of three expansion moves came in 1957. 
A branch was opened in Washington, Pa., by con- 
verting a Texaco station into a 20x60-ft showroom 
and a 6,000 sq. ft. warehouse, adjacent to Guttman 
Oil’s bulk plant. From Washington, Guttman Sup- 
ply was able to follow the oil company’s entry into 
the four panhandle counties of West Virginia, pick- 
ing up the latter’s dealer accounts on TBA and 
offering its services to garages and bodyshops in 
the same area. 

In 1958, Guttman Supply took over the TBA 
operation of another Texaco jobbership run by Leo 
Guttman, in West Middlesex, Pa., near Youngs- 
town, Ohio. The supply company put up a Camp- 
bell prefab so that it would have a 20x40-ft show- 
room and 5,200 sq. ft. of warehouse space. 

Last year, Guttman Supply invaded the home 
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AUTO PARTS 


Wheels and tires 
Brake drums & lining 
Fuel pumps and 
fuel lines 
Body panels 
Shock absorbers Paint 
Engine bearings Spray guns 
Valves Gaskets 
Valve springs Mufflers 
Rings and pistons Tailpipes 
Starters Windshield wipers 
Ignition coils Wiper blades 
Wiring systems Horns 
Distributors & points Headlights 
Spark plugs Tail-lights 
Batteries Antifreeze 
(all dry charged) Motor oil 


DIVERSITY: New Pattern for 
Oil-Jobber Growth in the Sixties 


REPAIR EQUIPMENT 


Work gloves 
Brooms 

Air hose 

Dust & wipe clothes 
Air compressors Hand cleaner 
Wheel balancers Sweeping compound 
Jacks Water cans for 
Lube equipment radiator & battery 
Tire changers Radiator-pressure 
Battery chargers gages 

Creepers - Antifreeze testers 


Power tools 
Hand tools 


OTHER ITEMS 


Car-wash material 

Fertilizer 

Grass seed 

Lawn mowers 

Outdoor cooking 
equipment 

Charcoal 

Camping equipment 

Chains 


Flashlights 
Utility lights 
Batteries for both 
Car polish 
Polishing cloths 











market of most of its competition by leasing 5,000 
sq. ft. along the automotive supply row in Pitts- 
burgh. 

Guttman Supply grosses $1.5-million a year. 
“We've been able to expand,” says Jesse Guttman, 
“because we carry a full line of products and be- 
cause we give good service.” It’s one of Guttman 
Supply’s business principles to handle more than 
one make of any product. That gives accounts a 
better choice and doesn’t hamstring the company. 
“We aren’t tied down to one supplier of any one 
product,” Jesse Guttman says. 

Each store carries an ample inventory. Each has 
its own sales crew and delivery men. Of 19 em- 
ployes at Speers, four are in sales; of seven in Wash- 
ington, one is in sales; of four in West Middlesex, 
one is in sales; and of seven in Pittsburgh, two are 
salesmen. In all, ten trucks operate from the home 
office and branches. 

Salesmen visit accounts on a regular basis to pick 
up orders for next-day delivery. If the need is ur- 
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gent, the salesman calls in the order. And if one 
warehouse happens to be out of a particular item, 
the night shipper at Speers fills the order for next- 
day delivery. 

“We think we’re an asset to the oil industry,” 
says Jesse Guttman. “We’re in daily contact with 
the service-station trade and with our other ac- 
counts.” 

Leo Guttman says turning TBA over to the sup- 
ply company has made his oil company more ef- 
fective, since it can concentrate on gasoline-market- 
ing problems. “It takes a different approach to 
handle TBA,” Leo says, “and Jesse seems to have 
the knack for it.” 

Here’s What’s In Stock—As part of its service to 
accounts, Guttman Supply handles about 5,000 
products with $400,000 worth of inventory back- 
ing up its product line. 

It’s not too far fetched to say that Guttman Sup- 
ply could almost assemble a car from its inventory 
(See box above). Guttman Supply admits the as- 
sembled car would have to be pushed to Guttman 
Oil’s plant for gasoline. 

The supply company can do a thorough job of 
equipping a station or garage, too (see box). 

While most sales have come from stations and 
allied fields, some have come from supermarkets. 


The jobber who's 
doing it > 


Jesse Guttman 
Guttman Supply Co. 
Speers, Pa. 
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(Begins on page 128) 

“We took on a shoe shine in a spray can and sold 
over $50,000 worth in four months,” says Jesse 
Guttman. A good slug of this business came from 
supermarkets. 

Promotion—Good service and inventory are 
two factors in the supply company’s success. Train- 
ing is another. 

In order to show its accounts that they can add 
to their profits by expanding services, Guttman 
Supply has run training schools on such topics as 
how to test, reline, and adjust brakes; how to bal- 
ance wheels; how to check and adjust wheel aline- 
ment; how to do ignition work; how to do a better 
welding job; and how to do better bodywork 
quicker. 

Each training course means more business for 
Guttman Supply—first in the equipment and tools 
sold to do the testing or checking work, and then 
in the repair or replacement parts needed to do the 
job. When accounts need equipment and can’t pay 
at once, Guttman Supply will give them an install- 
ment plan. 

Headaches—aAs with most businesses, there are 
headaches in the automotive-supply field. 

Jesse Guttman says purchases must be planned 
carefully so there’s no overstock or understock. 
That means careful control of inventory. 

“We’ve got to have the right items on hand at 
the right time,” he says. Chains, antifreeze and 
snow tires, for example, should all be on hand be- 
fore the start of the winter season, not after. . 

“You have to know the lead time required to 
get your orders filled by your supplier and then 
have to have some idea of how long it will take 
before the order reaches you,” Guttman adds. Thus 
winter TBA must be ordered way ahead of actual 
use because of the time required to fill the order 
and to ship it. 

“Your biggest headache will be credit, if you 
don’t watch it closely,” says Guttman. Guttman 
Supply keeps a close check on this through its own 
credit manager and credit department. To give ac- 
counts an incentive to pay on time, the company 
offers a 2% discount if settlement is made by the 
10th of the month. a 





- OTHER "FEATURES FOR FUEL-OIL MEN 














Typical home is prospective market for insulation, awnings, doors, 


‘Extras’ for the Home: 


This heating-oil jobber began 
with insulation, kept adding 
aluminum products. Today they 
make up 20% of his gross sales 


a. home-improvement products are a 
successful off-season business for Swett Bros. 
Inc., a heating-oil jobership in Springfield, Mass. 

Company president Reg Swett says the line ac- 
counts for 20% of his $1.1-million gross sales— 
sales that include Gulf heating oil, burner service, 
and heating equipment. In fact, the sideline out- 
strips sales of heating equipment. 

“That worries me a little,” says Swett, “because 
people seem to be more eager to buy puff stuff 
for their homes, things that look good and can 
be seen from the outside, while overlooking or ig- 
noring the importance of heating equipment.” . 

Just the same, Swett can be happy with his net 
after taxes on aluminum products—about three 
times the 0.8% median net reported in a cost- 
analysis survey of New England heating-oil jobbers 
in the 1-to-3-million-gal. class. 

How It Started—The sideline has been develop- 
ing since 1939, when Swett began to insulate 
homes. That paid off big during the fuel-shortage 
years. Ten years later, Swett took on awnings, his 
first aluminum product, and has added to his line 
as new items came along. And he’s still expanding. 
This summer he’ll add aluminum siding. 


Last year Swett sold $240,000 worth of home 
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screens, storm-windows, carports, siding 


A $330,000 Payoff 


products. This year, with the siding line, he has 
budgeted sales for $330,000. That’s an increase 


of more than 36%, but Swett expects no trouble 
in hitting that mark. “I look for siding to bring 
in a lot of new business,” he says. 

If the sales pattern of other items holds, siding 
will go up for a few years, hit a peak, and then 
settle down to a steady yearly figure. It’s happened, 
Swett says, on each new item. Here’s the sales 
story on aluminum awnings, for example: 


Year Gross Sales Year Gross Sales 
1949 $13,700. 1952 $75,600. 
1950 $35,900. 1953 $97,700. 
1951 $51,500. 1954 $165,000. 


Today, with competitors in the same field, Swett’s 
awning sales average about $80,000 a year. 

Swett handles “name” products. Awnings, cano- 
pies and carport-patio covers come from Aluma- 
Roll in Rutherford, N. J. Windows, screens and 


May, 1960 + NATIONAL PETROLEUM NEWS 


DIVERSITY: 
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stormsash come from All-Time in Monford, Conn. 
Siding is from Wallmaster, Kearny, N. J. 

Sales Approach—Specialty products fit in with 
Swett’s company slogan, “Your comfort is our 
business.” While the bulk of installations are han- 
died in the summer, sales is a year-round job that 
involves a sales manager and five salesmen, all 
earning $9,000-$10,000 yearly on commission only. 

Most of the leads—up to 60%—are referrals 
from satisfied customers. Other leads come from 
ads in the local shoppers’ newspaper and from 
exhibits at local flower and home shows and the 
annual Eastern States Exhibition. Cold canvassing 
is also used to drum up business. 


None of the aluminum products peak at the 
same time, Swett says. This eases assembly and 
installation work, spreading that work out more 
evenly over the summer months. Awnings sales 
peak in April-May and again in August. Screens 
peak in June, stormsash in October, with carports- 
patio covers peaking in the spring. 

Installations—Six of Swett’s seven truck drivers 
do the installation work. The seventh is kept on 
oil deliveries 12 months. “It’s almost a perfect bal- 
ance,” says Swett. “We haven’t laid off a driver 
in 10 years.” 

Swett likes the idea of using drivers for this 
work for other than the big economic reason. “In 
most cases,” he says, “they will be calling on 
the same people they deliver oil to. Regardless of 
some opinions of this driver-account relationship, 
we like to see it grow.” 


As home-product installers, Swett’s drivers work 
under the guidance of foremen. His home-specialties 
division carries three carpenters on the payroll all 
year. They handle off-season jobs, then lead in- 
stallation crews in the summer. “You're not head- 
ing for trouble in installations as long as you have 
one good man as a foreman,” Swett says. 

Swett has two “inside men” working in his as- 
sembly plant. Most of the specialties come knocked 
down and have to be assembled and/or sized for 
final installation. The inside crew handles early 
orders and makes repairs during the heating sea- 
son, grows to three in the peak period, when a 
college student is added. Drivers, Swett finds, 
aren’t well suited to the work. “You can’t take 
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(Begins on page 130) 
a man used to working outdoors all the time and 
put him inside.” 

Swett’s investment in the summer sideline is more 
than $30,000. Most of it ($20,000) is in inven- 
tory. Another $10,000 is in his 80x30-ft. assembly 
plant with work space in the basement and on 
the ground floor. The cinderblock building was 
built by Swett employes in the summer of 1953. 
Another $4,000 is in tools: punch presses, metal 
saws, benders, cutters. Automotive equipment con- 
sists of two walk-in trucks and one van. = 





What Else Is There? 


IN ADDITION to the seven sidelines cov- 
ered in this series of NPN reports, many 
more businesses are working out well for 
jobbers. In gathering material for this 
series, NPN came across these other side- 
lines—some of them are full-time opera- 
tions, some seasonal—that jobbers have 
taken on: 


Car and truck washing facilities 
Cinderblock manufacturing 

Coal retailing 

Farm-implement dealerships 

Financial institutions 

Fuel-oil truck equipment (tight-tills, etc.) 
Fuel-oil additive distributorships 
Hardware stores 

Hotels 

Ice-cream distribution 


Land purchasing or leasing for future de- 
velopment as_ service-station site by 
third party or a major oil company 


Lumber and building supplies 
Motels 


Marinas, including sale and rental of 
motorboats 


New-car dealerships 

Resort bus service 

School-bus operation 

Solvent marketing 

Swimming pool supplies and services 
Tire recapping 


Transport operations: tractor-trailer or 
barge and tanker 


Trailer courts 


Tar and asphalt materials, packaged for 
do-it-yourself driveway trade 


Trading stamp distribution 
Water softeners, sales and service 
Weekly newspaper publishing 











Built-in alcove is at an Esso shopping-center station 


Esso Tests Venders 


Vending units have been installed 
at five North Carolina stations 


ESSO has opened custom-styled, vending-machine 
installations at five high-traffic stations in Charlotte, 
N. C. The idea is to find out what vending machines 
motorist want at service stations. 

Each installation consists of a battery of eight 
venders housed in a modernistic prefabricated unit. 
The machines dispense soft drinks, coffee, ice 
cream, cigarettes, candy, and cookies. Most are 
equipped with built-in changers. 

Esso is conducting the test with Vendo Co., 
Chicago, manufacturer of the venders. 

“We hope,” said Esso, “to learn whether this 
type ot installation will give motorists better service, 
and whether motorists prefer it to the somewhat 
hit-or-miss methods of using vending equipment 
that most dealers have employed in the past. 

“Practically every service station has some vend- 
ing equipment. Perhaps through unified installations, 
dealers will be able to improve their revenues and 
profits. That at least is the objective.” 

One of the automatic units is located at a large 
local shopping center. The others are at busy street 
and highway intersections. One has an adjoining 
patio with outdoor furniture. 
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: WANT TO TURN 
_ MAINTENANCE DOLLARS 
: INTO 

PROFIT DOLLARS ? 


Tom Robertshaw can show you how. Tom’s a 
paint expert—one of a growing force of specialists 
that constitutes Du Pont’s Technical Service Group. 
His mission: to help you pare down the high cost 
of maintenance painting. As he sees it: 


“Every maintenance dollar you save is a profit 
dollar. Of course, to insure maximum return on 
your investment, you’ve got to begin with quality 
paint. Too many maintenance men have learned 
the costly lesson that price-per-gallon as a measure 
of economy can be mighty misleading. When you 
specify Du Pont, you’re getting the best paint avail- 
able, backed up by proven performance in the field. 


“However, that’s only half the story. To bring 
down the cost of protecting your equipment —and 
keep it down—the right paint system is vitally im- 
portant. Here’s where Du Pont technical compe- 
tence really pays off. We see to it that the system 
you employ is specifically suited to your needs. 
Our recommendations, based on a thorough study 
of your particular problem, cover everything from 
surface preparation and paint selection to the most 
efficient methods of application. We'll show you, 
too, how to use color effectively to improve plant 
appearance and promote safety. It adds up to this: 
lasting protection and longer service life at lowest 
cost per square foot per year.” 


There are men like Tom Robertshaw working 
out of Du Pont district sales offices from coast to 
coast. Why not let one of them put his training and 
experience to work for you ? Call the office nearest 
you, or write: E. I. du Pont de Nemours & Co. 
(Inc.), Finishes Division, Dept. NPN-65, Wilming- 
ton 98, Delaware. 

* * * 


Thomas J. Robertshaw began his career with Du Pont 
in 1938. Following wartime Navy service as an Air- 
craft Finishes Specialist, he returned as Assistant to 
the Sales Technical Advisor in Philadelphia. In 1952 
he was made responsible for Maintenance Sales in 
New England and upstate New York. Since 1957, he 
has been Central District Manager, Industrial Mainte- 
nance Sales. Among the industries for which he has 
solved maintenance painting problems: marine, auto- 
motive, chemical, steel, petroleum and food. 


GU POND paints 


M6. uv, 5. pat OFF 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 
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Multipurpose station has drive-in window for paying gas bills 


(left), appliance sales area, fuel oil and TBA lines 


Gas Utility Hits Retail Marketing 


Arkansas Louisiana Gas’ big new service stations sell just about everything, 
including the kitchen stove. Here’s how Arkla will crash Southwest markets 


[ TOOK A NEWCOMER to produce it, but the “di- 
versification station” is here. The question now 
is whether it’s here to stay. 

Arkansas Louisiana Gas Co.’s pioneer service 
centers—one in Little Rock and one in El Dorado, 
Ark.—sell everything from gasoline, oil, TBA 
diesel, and LP-gas to gas appliances, motor boats, 
buggies, rocking chairs, and gas lamps, with toys 
and who-knows-what-all thrown in. 

So far the stations are running below expecta- 
tions. Built and operated by an ALG subsidiary, 
Arkansas Louisiana Chemical Co., the El Dorado 
center opened in October amid much hoopla, free 
gifts and drawings, and bad weather. It pumped 
about 4,200 gal. the first day. Current volume is 
around 15,000 gal. a month, just half what Arkla 
thinks the minimum should be. 

The Little Rock station opened for business in 
March, pumping about 4,100 gal. opening day. 

Opening Wedge—The two stations mark Arkla’s 
entry into gasoline retailing. The gas-transmission 
and utility company was previously in the whole- 
sale market only, selling products made from na- 
tural-gas liquids produced at eight processing 
plants. Now there will be a retail push as well. 

Arkla expects to build about five “service cen- 
ter” stations a year in the area it serves as a gas 


utility: northeast Texas, northern Louisiana, most 
of Arkansas. (If stockholders approve a proposal 
to merge Arkla with Consolidated Gas Utilities, 
western Oklahoma and southern Kansas would be 
added.) Plans could be accelerated if the centers 
meet with good acceptance. A bulk plant is now 
being built at Little Rock. 


Arkla vice president Earl P. Farmer says pres- 
ent plans call for stations only in towns or cities 
served by the utility. He believes the system would 
support up to 75 centers, each doing about 1,000 
gal. of gasoline a day. He hopes his first two sta- 
tions will hit that level by year-end. 

For Arkla, payout is not the prime considera- 
tion in building these stations. The company is in- 
vesting in places to display various lines made by 
its subsidiaries, and as such, the stations have spe- 
cial promotional and advertising value. 


Station Plant—The El Dorado and Little Rock 
centers represent investments of “between $50,000 
and $60,000,” excluding land. Not all future cen- 
ters will cost as much, but some will, and some 
will cost more. For a “neighborhood center” near 
shopping areas, Farmer thinks in terms of $30,000. 
He’ll aim at shopping centers and a few parking 
garages for his centers, steer clear of highways. 


The two first buildings are brick-veneer, taking 
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Distinctive gas-flame marks station. Note refreshment stand at rear 


Merchandising 





Arkla president Witt Stephens tries sales 
pitch for gas stove at station opening. 


With a New Kind of Station 


up about 2,000 sq. ft. A fourth of this area is set 
aside for gas-appliance display and merchandis- 
ing. Wash and lube bays are at the back of the 
building, keeping front driveways open. On a cor- 
ner side of the building is a drive-in window where 
customers can pay gas bills. (The driveway on this 
side is adorned with gas lamps, which Arkla says 
were reborn a couple of years ago when the com- 
pany began diversifying.) 

Under a flat canopy with flush-mounted lights, 
four twin pumps dispense “Arktane Blue Streak” 
premium (98 octane, and “Arktane Arkla Blue” 
regular (90 octane). Racks built into the pumps 
display four grades of oil, made and packaged by 
another company for Arkla. Stations handle a full 
line of TBA. Both have service trucks, but don’t 
do light repairs. 

There are two 12,000-gal. underground storage 
tanks; piping is in for a possible superpremium. 

LPG and diesel-fuel facilities are set off away 
from the gasoline pumps. This keeps trucks from 
cluttering the driveways, and makes allowance for 
local ordinances. LPG is stored above ground in 
the dispensing unit. There’s a 6,000-gal. diesel tank 
underground. 

A separate refreshment stand is located near 
the main building. 

Centers are operated on salary to give Arkla 
absolute control. Each center has seven employes. 
Training programs and incentive programs are non- 
existent now, but may come later. Stations are 
operated seven days a week, from 6 a.m. to 10 p.m. 
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Sales Strategy—Goal of the centers, says VP 
Farmer, is to get gas customers in the habit of 
paying bills there. This should create gasoline cus- 
tomers, he thinks. As encouragement, some 9,000 
credit cards have been issued, mainly to prompt- 
paying gas customers with no close ties to major 
oil companies. Farmer visualizes an eventual total 
of 100,000 cards. 

So, far, Arkla stations are posting prices in line 
with the majors’, and don’t give stamps. “We don’t 
want to pick a fight with anybody,” says Farmer, 
adding in the next breath that Arkla won’t run 
away from a battle. Because the first station hasn’t 
lived up to expectations, he hints, the company 
may have to try price inducements. 

Stations will emphasize traffic-builders. One near 
a big fishing area, for example, will sell bait. Toys 
will be used at certain times of the year. Generally, 
traffic-builders will be items identifiable with the 
area and not available in big stores. 

Arkla isn’t after fast-turnover gasoline traffic 
exclusively. It wants customers with a few minutes 
to shop around. But fast service will be stressed. 
One feature is a fast (20-minute) car wash, with a 
plastic cover put over the car after the sudsing. 


Range of non oil merchandise is broad. Since 
buying out Servel’s gas air-conditioning division in 
1957, Arkla has moved into gas lamps, fiberglas 
boats, cement, horse-drawn carriages, gas heaters, 
period rocking chairs. These and other items are 
now manufactured by eight subsidiaries. Arkla’s 
service centers will sell most of them. ® 





V Flashes only when switch is pressed 
+/ Bright flash easily visible in lighted areas 


»/ Lightweight high-impact case with pistol grip 
V Fully insulated . . . uses 115-volt AC 
-V Long-lasting . . . trouble-free . . . no moving parts 


Now, for a limited time only—here’s the 
finest premium bonus in years! Get this 
top-quality timing light with the brilliance 
and the features of lights costing up to three 
times more. 


Be a beauty judge! 
Win big prizes! 


ENTER THE = 
"MISS AUTOLITE” SS 
SPARK PLUG SWEEPSTAKES! 


ASK YOUR WHOLESALER FOR DETAILS! 


ELECTRIC AUTOLITE COMPANY ¢ TOLEDO 1, OHIO 
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SPARK PLUGS SPARK PLUGS 
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: 


é Purchase any 30 Autolite Spark Plugs of your ge pst 
choice and the TL20 package assortment is assortment package. 
yours for only $20.60. The timing light and 
reel are yours at no cost when you sell the 


| 20 spark plugs. See your wholesaler today! 
Another “GO” Promotion from 


@ AUTOLITE. POWER TIP spanx oxues 


Now! Autolite sponsors the election news with Dave Garroway on NBC-TV TODAY Show — and "News on the Hour,’’ NBC Radio. 
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Move,out front 
with.a rédthot brand,.. 


CONOCO...HOTTEST BRAND GOING! 


If you want to turn over your inventory faster . . . if 
you want more customers, you should be selling 
Conoco . . . Hottest Brand Going! Here’s why 
Conoco is the Hottest Brand Going: cris 
Advertising Everywhere You Turn. Again this year 
Conoco will spend millions of dollars on dramatic 
advertising in Look, The Saturday Evening Post, 
newspapers, radio, TV and outdoor posters. This is 
advertising at its most powerful . . . used in the most 
effective way! 


Conoco Touraide® has become an American insti- 


tution . . . a travel service between the covers of one 
book . . . with maps and travel tips that thousands 
of motorists rely on yearly. And, of course, only 
Conoco Dealers have it! 


The Hottest Brand of Products. Conoco gives you 
something unique to say . . . to sell. Conoco all-season 
Super Motor Oil . . . fortified with an exclusive dis- 
covery that clings and protects 24 hours a day. 
And—great gasolines with TCP* plus. TCP to boost 
power . .. oil-plating action to protect power. Good 


reasons by themselves to switch to Conoco! 
* Trademark and patest owned by Shell ON Company 


If you want to grow, switch to CONOCO 
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Contact 
the nearest 


CONOCO 


Division Manager 


today! 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Building 

6000 Camp Bowie Boulevard 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm Place 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


Cc. 0. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 

400 West Madison St. 
Chicago 6, Illinois 

J. L. McCulley 

1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 
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Merchandising Memos... 





During the recent International 
Automotive Service Industries Show 
in New York, people kept finding 
$10 bills (left). But they couldn’t 
spend them. Seems they weren’t real 
bills, just a merchandising idea 
(right) by Warner Products. Warner 
salesmen dropped the bills all over 
town, in restaurants, hotels and 
other public places. 


Continental Oil is putting added 
pressure on its training programs 
to make its self-liquidator promo- 
tions pay off better. The idea is to 
reduce the fall-off in business that 
usually occurs when the promotion 
ends, The year’s schedule of 1960 
self-liquidators will be tested in four 
areas, moved regularly to confuse 
the competition. 


»DX Sunray Oil Co. launched a 
90-min. “road show” to bring color 
and interest to its annual dealer 
meetings. Called “Get Out and Get 
Under,” the show uses professional 
actors and marks a “first” for DX. 
The show was staged in 26 cities in 
the Midwest, March 7 to April 14. 


> Big space, brief copy, and a blend 
of abstract and functional art make 
up the new integrated ad campaign 
of America Oil Co. Hinging on the 
“Economy Starts Here” theme, the 
campaign will capitalize on the 
compact-car trend. Tested in Flor- 
ida in February, the campaign will 
integrate newspaper, television, out- 
door advertising with merchandis- 
ing programs. 


>Spot TV commercials seem to be 
the going thing for the industry. 
Spot billings show an 8% growth 
in the first two months of 1960. 


»Texaco’s future ad campaigns 
may be up in the clouds. Unex- 
celled Chemicals, developers of the 
Skyjector, say the oil company is 
interested. The gadget is a Swiss 
development that projects a 1,000- 
yard-wide picture. on clouds five 
miles away. The company hopes 
to sign up six or seven advertisers 
at $1-million annually. Then the 
machine will tour 50 largest U.S. 
cities, projecting a 45-min. message 
for each sponsor. 


»Humble Oil has arranged for all 
purchasers of new cars, regardless 
of make, to receive an artist's 
sketch of their new automobile. The 
mailer, of course, also includes a 
Humble sales message and credit- 
card application. 


Standard Oil Co. has invited the 
children of its employes to compete 
in a slogan contest. The winning 
child will receive a free trip to the 
1960 presidential inauguration. The 
slogan is to stress the importance 
of voting in primaries. 


Esso now dates its road maps. 
This year’s batch carry a wide 
“Happy Motoring in 1960” band 
across the top. 


>For the past two years, Standard 
Oil Co. of Calif. has been stepping 
up its campaign to gain consumer 
acceptance in Central America. The 
latest move—a bid for strong prod- 
uct identity—is a Latin American 
Hy Finn. Called Pepe, the cartoon 
character is described as “very sim- 
patico.” He is appearing in news- 
papers, and movie spots and on 
television and billboards. 











-TASK- 
DESIGNED 


Task-Designed for firmer stacking and better appear- 
ance, the ‘‘F-Style”’ can is an outstanding example of 
practical pioneering by Crown. The spout of each 
can fits into the recessed bottom of the can above, 
giving you stable column displays. 


Crown lithography facilities have been Task-Designed, 
too—Task-Designed to provide fast and accurate 
service. Lithographed cans by Crown are ideal for 
many automotive products. May we provide you 


with more details? 


EY 
P OW a for cans +» crowns + closures + machinery 
CROWN CORK & SEAL CO., INC., 9300 Ashton Rd., Phila. 36, Pa. 
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Brand-New Guide 
to Jobber Estate Planning 


@ What will happen to your business when you die? If your will and 
estate aren't planned carefully, it could mean hardship for your 


family and the ruin of your business 


@ Here's what you should know about this vital subject. Questions 
and answers are tailored for the independent jobber, but much is 


also applicable to the salaried manager or company representative 


By PHILIP A. BREGY 
Attorney at Law, Philadelphia 


N? ONE IS MORE IN NEED of sound estate planning 
and less likely to have it than the small business- 
man, such as the oil jobber or other oil marketer. 

Often a jobber’s business was started with a small 
capital investment which has increased so gradually 
over the years that he fails to realize what a sizable tax 
bite his estate will be subject to at his death, if it is not 
carefully planned. His attention is focused on day-to- 
day matters, and he is likely to put off consideration of 
how his family will fare after his death. The result can 
be hardship to his family and the ruin of a business it 
has taken a lifetime to build. 


Following are typical questions asked about wills and 
estate planning, and answers which, it is hoped, will 
cover the highlights of the field. Emphasis is on prob- 
lems peculiar to the independent distributor, but much 
of the material is also applicable to the salaried 
manager or company representative. 


Naturally, this is not an area where general principles 
can be applied uncritically to particular situations, or 
where the do-it-yourself approach is feasible. Everyone 
must sit down with an attorney experienced in the field 
and, possibly with the help of an insurance agent, bank 
The author of this article, Philip A. Bregy, is a officer, accountant or other expert, work out a plan 
member of the law firm of MacCoy, Evans & Lewis, which fits his particular case. 

Philadelphia. He teaches a seminar in will drafting ; : 

and estate planning at the University of Pennsylvania The questions are grouped according to whether they 

Law School. He has written a treatise entitled “Penn- are most significant in connection with “small,” “me- 

sylvania Intestate Wills and Estates Acts of 1947” and dium,” or “large” estates. These classifications are more 

various Law Review articles on wills and trusts. or less arbitrary, and they are not mutually exclusive. 
Much of what is said about “small” estates, for exam- 
ple, is equally applicable to larger ones, and the owner 
of what we call the “medium” estate may well find ideas 
of interest to him in the discussion of “large” estates. 


>P>>r>pp 
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Small Estates: Under $60,000 


THE INTERNAL Revenue Code exempts “from the 
federal estate tax the first $60,000 of any estate. This 
figure has therefore come to be regarded as more or less 
of a break-point between small and medium estates. If 
your estate is less than $60,000, or exceeds it by only a 
few thousand dollars, you don’t have to worry about 
federal death taxes, and state inheritance taxes are usu- 
ally comparatively low. Hence, your estate-planning 


problems are less complex. 


Remember, however, we are speaking here of your 


Q. Bo I need a will if my estate is 
small? 

A. Yes. In a sense a will is more 
important to a man of moderate 
means than to a millionaire, because 
the former must make every penny 
count and is less in a position to afford 
the additional expenses of dying with- 
out a will. 

The principal disadvantages of dy- 
ing without a will are: (1) Your estate 
will probably not pass to those you 
want to have it, and (2) your estate 
will be subjected to many unnecessary 
expenses. 

Example: The decedent had an 
estate of $20,000. He was married 
and had three minor children. He 
died prematurely without a will. 
The widow, instead of getting the 
entire estate as the decedent ob- 
viously would have wanted, got 
only one-third of it—about $6,000 
after expenses, taxes, and charges; 
the other two-thirds went to the 
children. Also, the estate was sub- 
jected to the following unnecessary 
expenses: 

Bond of administrator ... 


Attorney’s fee for filing 
three petitions for the ap- 
pointment of a guardian 
for the minor children .. . 
Total of annual premiums 
on bond of the guardian 
for the average of 10 years 
that the children remained 
minors 
Attorney’s fee for filing 
three petitions for leave to 
use principal for minors’ 
$150.00 


$1,668.00 


$168.00 


$150.00 


Total 


All this hardship to the widow 
and additional expense could have 
been avoided if the decedent had 
paid an attorney $25 to draw sim- 
ple wills for himself and wife, ap- 
pointing executors (who can serve 
without bond), and leaving their es- 
tates to each other with alternative 
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surance. 


has increased. 


gifts to the children with proper 
provision for minority. 


Q. If all my property is in the joint 
names of myself and my wife, do I need 
a will? 

A. Yes. It is true that securities, 
real estate, bank accounts, etc., reg- 
istered in joint names with right of 
survivorship, do not pass through the 
estate of the spouse who dies first, but 
pass automatically to the survivor by 
operation of the law. However, it of- 
ten turns out that a person who thinks 
that all his property is in joint names 
actually owns small items in his own 
name—a small savings account, for 
example, or salary due from his em- 
ployer. These small items sometimes 
cause just as much trouble as the big 
ones. More important, the joint form 
of ownership works only when one 
spouse dies survived by the other, and 
not on the death of the survivor, or if 
the couple die in an accident. 


Example: A man and his wife 
had a small estate consisting of 
real estate, securities, and a bank 
account, all in joint names. They 
died simultaneously in an automo- 
bile accident and neither had a 
will. The estate passed to the chil- 
dren, and there were the unneces- 
sary expenses and inconveniences 
described in the earlier example. 


Q. What happens when the owner of 
a small business dies without a will? 

A. In addition to the disadvantages 
described above, it is very probable 
that the business will have to be sold, 
contrary to the wishes of the family. 


Example: The decedent had a 
small distributorship with physical 
assets worth about $30,000, al- 
though it was a good income-pro- 
ducer and worth considerably more 
than that as a going concern. He 
was married and had three chil- 
dren. The oldest son was 24 years 


taxable estate—not merely the estate which passes un- 
der your will. Life insurance, joint property, and the 
like must be added to the value of property in your in- 
dividual name. A man who owns nothing but a house 
worth $30,000 and has $20,000 of savings does not 
have a small estate if he carried $100,000 of life in- 


Also, we are speaking of the value of your estate 
when you die—perhaps years from now when its value 


old, was working in his father’s 
business, and doing well. The other 
two children were minors. The fa- 
ther died without a will, and the 
estate passed one-third to the widow 
and two-ninths to each child. The 
widow and the oldest son were quite 
capable of carrying on the business 
and wished to do so. However, the 
business was not a “legal” invest- 
ment for the guardians for the 
minor children, and it was neces- 
sary to sell it at a price far below 
what the family thought was a fair 
going concern value. 


Q@. What should a good will do? 

A. (1) It should provide for the es- 
tate’s passing in accordance with the 
decedent’s wishes. (2) It should name 
competent executors, guardians and 
trustees of the decedent’s choice to 
insure that the assets will be properly 
handled for the benefit of the family. 
(3) It should contain adequate admin- 
istrative provisions with respect to 
minors’ shares and give adequate pow- 
ers to the persons named to handle 
the estate’s assets. 


Q. Should most small estates be left 
outright? 

A. Usually they are, but this isn’t 
always the best thing to do. 

Example: A man has a distribu- 
torship worth $50,000. He is mar- 
ried and has a son, age 35, who 
has taken over much of the burden 
of running the business. The own- 
er’s wife takes no part in the man- 
agement of the business but he 
wants her to have the benefit of his 
entire estate after death. He vis- 
ualizes that while his widow sur- 
vives, his son will continue to work 
on a salary. 

It may be a mistake for this man 
to leave his estate outright to his 
inexperienced wife, who may be- 
come prey to designing persons or 
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become senile in the course of 
years. He can accomplish his pur- 
poses by leaving his business in 
trust, that is, vesting legal title and 
the right to control the business in 
someone capable of handling it, 
and providing that all the profits 
(after reasonable salary to his son) 
shall be distributed to or applied 
for the needs of his widow. 


Q. Should a will contain mandatory 
provision for the sale or retention of a 
business? 

A. No. It is a mistake for a will to 
contain mandatory provisions which 
tie the hands of persons in a better 
position to say what is best in circum- 
stances that cannot be foreseen. 

As will be developed more fully 
below, there are cases where an es- 
tate should be planned on the assump- 
tion that a business will be sold after 
death, and other cases where a busi- 
ness will probably be retained. How- 
ever, in either case the will should 
give the executors, trustees and guar- 
dians full discretion in the manner. 

Example: The decedent’s will di- 
rected his executor to sell his busi- 
ness within one year after his death. 

The executor located a good pros- 

pect, but wills are a matter of pub- 

lic record; so the executor’s bar- 
gaining position was scarcely en- 
viable. 


Q. if my estate is small and | want a 
simple will leaving everything to my 
wife, can’t | write it myself? 

A. You can, but you shouldn’t. The 
chances are ten to one that the cost to 
your family of writing a “simple” will 
yourself will be many times the $25 
or so it will cost you to have an at- 
torney do it right. 

Here are a few mistakes the do-it- 
yourself artist is likely to make: 

He leaves his estate to his wife, but 
makes no alternative gift if his wife 
predeceases him or if they die in a 
common accident. If he does attempt 
an alternative gift to children, he ne- 
glects the possibility that a child may 
die first, leaving children of his own; 
and if he does think of this, he is likely 
to lapse into ambiguity. 

He almost never provides for the 
possible minority of beneficiaries, and 
if he does, he does so inadequately. 

He fails to include proper adminis- 
trative provisions and provision for re- 
lief of bond. 

He often fails to comply with the 
requirements for valid execution in 
his particular jurisdiction. 

It is said that the patron saint of 
lawyers loves the testator who writes 
his own will, because it provides so 


much lucrative business for the pro- 
fession. 


Q. Is a properly drawn will all | have 
to worry about? 

A. Not if you have assets which 
won’t pass under your will, such as 
life insurance. Almost everyone has 
some life insurance, and often it will 
constitute the main source of liquid 
assets for the family’s support. Be 
sure that the beneficiary designation 
is kept up to date, that there are ade- 
quate alternative provisions in case the 
primary beneficiary predeceases you, 
and that the problem of possible mi- 
nority of the beneficiaries is taken care 
of. 


Example: The decedent died 
shortly after his wife, and was sur- 
vived by three minor children. His 
insurance was payable “to insured’s 
wife Mary Smith if living, other- 
wise to his daughter Anne Smith.” 
The date of the beneficiary desig- 
nation was shortly after the birth 
of Anne, the eldest (and then the 
only) child. 

It was obvious to everyone that 
the younger children were unin- 
tentionally excluded, but nothing 
could be done about it. Also there 
was no provision for minority, so 
that a court proceeding was neces- 
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sary for the appointment of a guar- 
dian. 





This was a case of a beneficiary 
designation which was poorly 
drafted to begin with (it should not 
have named the child, but should 
simply have been made payable to 
children—born and to be born— 
with proper provision for issue of a 
predeceased child), and which was 
not kept up to date. 

Not all cases are this disastrous, 
but it is not at all uncommon to 
find that insurance had been pur- 
chased years ago before the in- 
sured’s marriage and is still pay- 
able to his parents (long since de- 
ceased), so that it passes to his es- 
tate, thus incurring unnecessary ad- 
ministration expenses and state in- 
heritance taxes. 

The failure to provide for the 
possible minority of insurance bene- 
ficiaries is very common. The solu- 
tion to this problem varies from 
state to state. In some jurisdictions 
you can appoint a guardian in your 
will for insurance proceeds passing 
to a minor. In others, it is neces- 
sary to provide in the policy that 
minors’ shares shall pass to a trus- 
tee, and then have a separate trust 
instrument setting forth the terms 
of the minority trust. 





Technical terms have not been 
used in this article whenever possi- 
ble. However, the use of some tech- 
nical terms cannot be avoided: for 
instance, words referring to various 
persons who may be involved in 
the administration of an estate. 
Here are some frequently confused 
by the uninitiated. 

An administrator is the person 
appointed by the register of wills, 
or other officer in charge of pro- 
bate proceedings, to handle the es- 
tate of a person who dies intestate, 
that is, without a will. The adminis- 
trator collects the assets, pays 
debts, funeral and administration 
expenses, accounts to the court, and 
distributes the estate to those enti- 
tled under the intestate law. 

An executor has the same func- 
tion as an administrator, the differ- 
ence being that the executor is ap- 
pointed by the will. 

A trustee is one who holds legal 
title to property and manages it for 
the benefit of another. He can be 
appointed by a will or by a deed of 
trust executed during lifetime. A 





Technical Terms You Ought To Know 


trustee appointed by a will, called 
a testamentary trustee, differs from 
the executor in that he takes over 
from the executor after the estate 
has been settled (usually a year or 
so after death) and manages the 
investments of the estate thereaf- 
ter, distributing income and princi- 
ple as the will directs. An executor 
and trustee are often the same per- 
son or the same trust company but 
the difference in form is neverthe- 
less observed; at some point the ex- 
ecutor will distribute the estate to 
himself as trustee. 

A guardian for a minor is some- 
thing like a trustee for a minor. He 
performs about the same functions 
as the trustee of a minority trust 
but there is a difference in histori- 
cal background and legal theory. 
A guardian for a minor is usually 
appointed by the court, although 
in many states a guardian for a 
minor may be appointed by will. 

A fiduciary is a generic term ap- 
plicable to all the above described 
persons—administrator, executor, 
trustee, and guardian. 
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Medium Estates: 


FOR PURPOSES of this article, estates of from $60,- 
000 to about $300,000 or $400,000 can be defined as 
medium sized, although this range—particularly the up- 
per limits—will vary greatly with the circumstances of 
each case. 


We are thinking of estates which are in the federal 
estate-tax bracket, so that careful tax planning is essen- 
tial, but which are not so large that the owner is ordinar- 
ily interested in continuing trusts for the lives of his 
children or in making substantial gifts during his life- 


Up to $300,000 


time. Hence, a lot depends on the size of the family and 
ages of the children. 

The owner of a medium estate should of course be 
concerned with the various basic principles discussed in 
connection with small estates, but in addition he must 
give careful consideration to the impact of federal death 
taxes on his estate. 

He is also more likely to be interested in trusts not 
only for tax savings, but also for the purpose of provid- 
ing management care for his assets. 


Q. Explain the marital deduction in 
a nutshell. 

A. You can leave up to half your 
estate to your spouse free of federal 
estate tax. 


Q. Will you expand that a little— 
but not enough to confuse me? 

A. The property must pass to the 
spouse outright, or in a form which 
the federal tax law treats as the equiv- 
alent of outright ownership. Thus a 
trust giving the spouse the right to 
the entire income and a general power 
of appointment by will (that is, an 
unrestricted power to direct in her 
will how the principal will pass at her 


death) qualifies for marital deduction. 


Q@. What about property that does 
not pass under my will. Can that qualify 
for the marital deduction? 

A. Yes. Any part of your taxable 
estate which passes outright to your 
wife can qualify for the deduction, 
whether it passes under your will or 
not. For example, property which you 
hold jointly with your wife with right 
of survivorship will qualify, even 
though it passes to her by operation 
of law rather than under your will. 
Likewise, insurance payable outright 
to your wife will qualify for the de- 
duction. 


There are also special provisions in 
the code covering insurance options 
very similar to those governing mari- 
tal deduction trusts. Thus the follow- 
ing insurance options, among others, 
would qualify for the marital deduc- 
tion. 

e A straight life annuity for your 
wife with no payment certain. 

e A life annuity with 20 payments 
certain, giving your wife the right to 
direct to whom the unpaid instalments 
will be paid if she dies before the 20 
payments have been made. 

e An interest option under which 
your wife has the unrestricted power 
to withdraw principal at any time. 





e Property Subject to Tax. As 
indicated in the introduction, the 
federal estate tax is imposed not 
only on property which you own 
individually at your death but also 
on many interests which in a strict 
property sense do not belong to 
you. Here is a list of the more im- 
portant types of interest subject to 
the federal tax at your death: 

Property you owned outright. 

Proceeds of insurance on your 
life if you owned the policy at your 
death. 

Jointly held property which 
passes to another by right of sur- 
vivorship to the extent that you paid 
for it. 

Any trust principal over which 
you have an unrestricted power to 
withdraw or a general power to ap- 
point by will. 

The principal of any trust which 
you yourself created if you reserved 
the right to income during your 





Here are Highlights of the Federal Estate Tax 


life or if you reserved the power to 
revoke or to change the benefici- 
aries. 

Various revocable transfers such 
as U.S. savings bonds in your name 
“payable on death” to another, or 
savings accounts which you may 
have opened “in trust for” another. 

e Rate of Tax. The first $60,- 
000 is exempt from federal tax, 
and everything after that is taxed 
at progressively higher rates—start- 
ing at an innocent 3% on the first 
$5,000 and going up to 77% at 
the $10-million level. 

It is worth remembering that the 
rates do not increase evenly. They 
zoom up in the early stages, so that 
you are already in the 30% bracket 
if your estate is over $160,000. 
Thereafter it levels off somewhat, 
so that you are only in the 32% 
bracket if your estate is $500,000. 

Here are the figures for estates 
of various sizes: 


Estate Bracket Tax 

$ 60,000 3% none 

$ 100,000 22% $ 4,800 
$ 200,000 30% $ 32,700 
$ 300,000 30% $ 62,700 
$ 400,000 32% $ 94,500 
$ 500,000 32% $126,500 
$ 750,000 35% $212,200 
$1,000,000 37% $303,500 


e Deductions. In determining 
the tax, the allowable deductions 
must be taken into account. In ad- 
dition to debts and administration 
expenses, the important deductions 
are: (1) the charitable deduction, 
and (2) the marital deduction. Thus 
if your estate after expenses is 
$400,000 and you leave half of it 
to your wife, only the remaining 
$200,000 is taxed, and your tax 
would be $32,700 instead of $94,- 
500. If you left half your estate to 
your wife and the other half to 
charity, there would be no tax at 
all. 
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Q. You said that only one-half of my 
estate can qualify for the deduction. 
How does that work? 

A. The maximum allowable marital 
deduction is one-half your “adjusted 
gross state,” that is, your estate after 
payment of debts and funeral and ad- 
ministration expenses. If after debts 
and expenses you have a business 
worth $100,000 and life insurance of 
$200,000, the maximum marital de- 
duction is $150,000. Anything above 
this amount which you give outright 
to your wife does not qualify for the 
deduction and is fully taxed. 


Q@. By use of the marital deduction 
trust, can the property which qualifies 
for the deduction under my will also be 
made to pass tax-free at my wife's sub- 
sequent death? 

A. No. It is a fundamental principle 
that anything which qualifies for the 
marital deduction is necessarily taxed 
on the spouse’s subsequent death— 
unless, of course, she has spent it or 
given it away in the meantime. 


Q. Is full use of the marital deduction 
the most important tax-saving device in 
the average medium-sized estate? 

A. Not the only one. It is true that 
the marital deduction is the most im- 
portant means of saving taxes on your 
death, but it is equally important to 
keep taxes at a minimum on your 
wife’s subsequent death. 

As stated above, anything which 
qualifies for the marital deduction is 
necessarily taxable on the wife’s sub- 
sequent death. However, the other 
half of your estate which cannot qual- 
ify for the marital deduction should 
be so arranged so that it will not be 
subject to a second tax on your wife’s 
death. 


Q. How is the second tax avoided as 
to the nonmarital half? 

A. By putting this half in trust, but 
giving your wife no general power of 
appointment over the principal. In 
this way your wife will have the bene- 
fit of your whole estate while she is 
living, but on her death the half which 
would not qualify for the marital de- 
duction will pass tax-free to the chil- 
dren. 

Example: A typical well-planned 
estate would provide the following: 

e One half of the estate out- 
right to the wife or in a marital de- 
duction trust for the wife, giving 
her (1) the income, (2) so much of 
the principal from time to time as 
she may require in the opinion of 
the trustees, and (3) a general 
power to appoint the principal by 
her will. 

e The other half of the estate 


also in trust for the wife, giving 
her the income and any principal 
she may need in the opinion of a 
disinterested trustee (but only after 
the principal of the marital deduc- 
tion trust has been exhausted), with 
principal at her death passing to 
the children. 

In this way both halves of the 
fund are taxed only once; the mari- 
tal deduction half escapes tax at 
the husband’s death and is taxed 
only at the wife’s death, while the 
other half is taxed only at the hus- 
band’s death and escapes tax at the 
wife’s death. 


Q. Couldn't I also escape the double 
tax by putting my entire estate in trust 
without qualifying any of it for the 
marital deduction, so that although the 
whole estate would be taxed at my 
death it would all escape tax at my 
wife’s death? 

A. Yes. The double tax can be 
avoided in this way, but your tax will 
be higher because of the way the rates 
of the federal estate tax are gradu- 
ated. In other words, the tax on one 
big estate is greater than the total 
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taxes on two estates of half the size. 


Example: The federal tax on an 
estate of $200,000 is $32,700, while 
the total tax on two estates of 
$100,000 each is $9,600 ($4,800 
each). 


Q@. What if my wife has a substantial 
estate of her own? Should | take full 
advantage of the marital deduction in 
my estate? 

A. This depends on the relative 
amounts involved. The lowest total 
federal taxes are paid if the amount 
taxable on each spouse’s death is the 
same. Thus if you have an estate of 
$200,000 and your wife’s individual 
estate is $100,000, it might appear 
advantageous to qualify only $50,000 
of your estate for the marital deduc- 
tion so as to make the two taxable 
estates equal. 

However, the advantages of doing 
this are often overbalanced by the ad- 
vantage of having a greater tax saving 
on the death of the spouse dying first, 
so that there will be a greater amount 
earning income during the time the 
other spouse survives. Thus, in the 





Here are three ways in which a 
man can leave his estate. 

Under Plan 1 he leaves his en- 
tire estate outright to his wife. (This 
takes full advantage of the marital 
deduction, but does not save the 
unnecessary second tax on the half 
that cannot qualify for the deduc- 
tion.) 

Under Plan 2 he leaves his en- 
tire estate in trust for his wife giv- 
ing her no power of appointment. 
(This fails to take any advantage of 
the marital deduction, although the 
entire fund passes tax-free at the 
wife’s death.) 

Under Plan 3 (the recommended 
plan so far as tax savings are con- 
cerned) he leaves half of his estate 
to his wife in such form as will 
qualify for the marital deduction, 
and the other half in trust for her 
to pass tax-free at her death. As- 
suming that the husband’s net es- 
tate subject to federal tax is $200,- 
000, that the wife’s individual es- 
tate is nominal, that values remain 
constant, and that no principal of 
the estate is consumed during the 
time the wife survives, then the 
comparative tax figures would be 
as follows: 





Three Estate Plans 


Plan 1 
(all to wife) 

Tax on husband’s death on 
$100,000 ($200,000 less the 
maximum marital deduction 
of $100,000) 

Tax on wife’s death on 
$195,000 (the husband’s en- 
tire estate less the above 
taxes) . 


Total taxes in both estates $36,000 


Plan 2 
(all in trust for wife) 


Tax on husband’s death on 
entire $200,000 


Tax on wife’s death 


Total taxes in both estates $32,700 


Plan 3 
(one half to wife, other half 
in trust for wife) 

Tax on husband’s death on 
$100,000 (same as Plan 1) . 
Tax on wife’s death on 
only $100,000 (the half of the 

husband’s estate which q 
fies for the marital deduction) $ 4,800 


Total taxes in both estates $ 9,600 


$ 4,800 


Thus, through proper planning, 
from $23,000 to $26,000 in taxes 
is saved for the family. 
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‘The next question is where is the money coming from 
to pay the taxes that will necessarily be incurred?’ 


case suggested of a husband with 
$200,000 and the wife with $100,000, 
it would actually be preferable for the 
husband to take full advantage of the 
marital deduction. 

True, total death taxes in both es- 
tates will be. a few hundred dollars 
more. However, by qualifying a full 
$100,000 rather than $50,000 for the 
marital deduction in the husband’s es- 
tate, there is an initial tax saving on 
his death of over $13,000, and the 
wife will have the additional income 
from this amount during the time she 
survives. Therefore, even if she sur- 
vives only a year or two, the addi- 
tional income during that period will 
more than make up for the increase in 
total death taxes. Also, some of the 
marital deduction principal may be 
spent for the widow’s needs during the 
time she survives. 

On the other hand, if the spouse 
with the $100,000 takes full advan- 
tage of the marital deduction, the ini- 
tial tax saving would not ordinarily 
justify the greater increase in total 
taxes when the other spouse dies. 

There is no general answer to this 
question, because the relative tax fig- 
ures will vary greatly according to the 
relative sizes of the two estates. The 
relative ages of the two spouses and 
other considerations are also involved. 


Q@. If | have my will drawn and ar- 
range my insurance so as to take maxi- 
mum advantage of the tax savings de- 
scribed above, are my estate-planning 
problems solved? 

A. No. Having taken all necessary 
steps to keep taxes at a minimum, the 
next question is where is the money 
coming from to pay the taxes that will 
necessarily be incurred? If your entire 
taxable estate consists of liquid assets, 
such as marketable securities, you 
have nothing to worry about on this 
score. In the case of the typical pe- 
troleum distributor, however, this is 
not usually the case. 


Example: A man’s estate con- 
sists of his business, worth $300,- 
000, and life inurance of $100,000 
which is set up under an option 
that will pay the wife a life annuity. 
His will is carefully drawn to take 
advantage of the maximum mari- 
tal deduction and to save the un- 
necessary second tax on the bal- 
ance on the wife’s death. 
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His two sons are working in the 
business, and it is assumed that 
they will carry on after their fa- 
ther’s death. If this man died to- 
morrow his executors may have 
difficulty in finding money to pay 
his debts, administration expenses, 
state inheritance taxes, and the 
$32,700 federal estate tax which 
will be due even after the full 
marital deduction. 

The obvious source of cash is 
the insurance policy, but this is 
tied up under the annuity option. 
The obvious solution is to reset the 
insurance so that it will be avail- 
able for the payment of death 
taxes and other charges. 


Q. What is the best way to make life 
insurance available for death taxes? 

A. A widely used method, and one 
that is advisable in many cases, is to 
make the life insurance payable to 
trustees under a deed of trust and then 
draw a “pour-over” will which (after 
disposition of personal and household 
effects) gives the entire estate to the 
insurance trust. 

The insurance trust thus becomes 
the master instrument controlling the 
disposition of both insurance and 
other assets; it will provide for the 
marital deduction and for any trusts 
that may be necessary to keep taxes at 
a minimum. 

The trust is completely revocable 
and can be amended by the insured at 
any time. Hence, it is very much like a 
will in its operation. 

Under this plan the trustees of the 
insurance proceeds (who will even- 
tually get the entire estate after the 
administration is completed by the 
executor) can lend money to the ex- 
ecutor for the payment of death taxes 
or may purchase the nonliquid assets 
from the executor so that cash will be 
available in the estate. 

(One word of warning: In some 
states — for example, New York — 
there is doubt as to the validity of 
“pour-over” wills, but the same result 
can be obtained by including the same 
dispositive plan in both will and trust 
instrument.) 


Q. Apart from making insurance pro- 
ceeds available for taxes and other ex- 
penses, is the insurance trust a good 
way to set up my life insurance? 


A. Yes. The alternative, of course, 
is the insurance option. The interest 
option, for example, under which in- 
terest is paid to a spouse and principal 
is paid to the children after her death, 
is very similar to a trust; the wife gets 
interest at a fixed rate (rather than 
what the securities of the trust earn), 
and the children get a fixed dollar 
amount on the wife’s death regardless 
of market fluctuations, but the general 
idea is the same. However, in most 
cases the trust is preferable because it 
can be so much more flexible. 

Under the interest option the wife 
gets a fixed amount of dollars each 
year regardless of her needs, while 
a trust may provide that the wife will 
get not only the income but any prin- 
cipal she may need from time to time. 

There are also investment consider- 
ations. An insurance option is a gilt- 
edge investment, but it is an invest- 
ment in dollars which provide no 
hedge against inflation. A trust can be 
invested at least partially in stocks 
which ordinarily tend to rise in value 
if the value of the dollar shrinks. 

The other side of the coin is that 
insurance options are an excellent in- 
vestment in times of depression. An- 
nuity and other instalment options also 
have an income-tax advantage in that 
the first $1,000 of the otherwise tax- 
able portion of the payments to a sur- 
viving spouse are free of income tax. 

Finally, the life annuity option pro- 
vides security for old age which no 
trust can provide. If there are heavy 
demands on trust principal, there is 
some danger that the principal will be 
exhausted if the widow lives a long 
time. A life annuity under an insur- 
ance policy, however, keeps on paying 
even though the widow lives to be 101. 

In many cases a combination of an 
insurance option and an insurance 
trust is the best solution. 


Q. Going back to the problem of liq- 
vidity for payment of death taxes, sup- 
pose my incorporated business carries 
insurance on my life. Can this be made 
available for my death taxes? 

A. Yes. The corporation can re- 
deem a sufficient number of your 
shares so that your executors will have 
the cash necessary for payment of 
death taxes and other expenses. 

Ordinarily the redemption of stock 
in a closely held corporation would 
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raise the problem of whether the re- 
demption might be considered the 
equivalent of a dividend and taxed as 
such. However, there is a special pro- 
vision in the Code which exempts 
from dividend treatment redemptions 
necessary to pay administration ex- 
penses, funeral expenses, and death 
taxes, provided that the business forms 
a substantial part of your estate. The 
exact percentages are set forth in the 
Code. 

In planning for the redemption of 
stock for this purpose, care must be 
taken in cases where your control of 
the business is precarious. If you own 
100% of the stock, you have nothing 
to worry about, but suppose you can- 
not have a substantial number of your 
a redeemed without losing con- 
tro 


Example: A man’s $250,000 es- 
tate consists almost entirely of a 
51% interest in a small corpora- 
tion. The corporation carries ade- 
quate insurance on his life. Under 
these facts his federal taxes will be 
from $10,900 to $47,700, depend- 
ing on whether his wife survives 
him and on whether the marital 
deduction is available. How can his 
executors get the cash, through a 
stock redemption, without losing 
control? 

Solution: This man should have 
his ‘corporation issue some non- 
voting shares as a nontaxable stock 
dividend. These nonvoting shares 
can then be redeemed for payment 
of taxes and expenses at his death. 


Q@. Are there other advantages of 


different classes of stock in an incorpo- 
rated business? 

A. Yes. Preferred stock is ideal 
when some members of the family are 
employed by the company and others 
are not. 


Example: A man has a son and 
a daughter. His son is employed in 
the business and has worked his 
way to vice president, but his 
daughter is married and lives in 
another state. 

If the company has nothing but 
common stock and that is divided 
between the son and daughter, 
there will be a serious conflict in 
interest. The son, who is living on 
his salary, will not be interested in 
declaring dividends with the neces- 
sary double taxation that dividends 
involve. On the other hand, the 
daughter will need something to 
live on. 

If there is preferred stock as 
well as common, the daughter can 
be given the preferred and the son 
the common. The daughter will 
then receive a safer investment and 
one which will yield her a steady 
income, while the son will get the 
advantage of any growth of the 
company which his management 
brings about. 


Q. The above discussion assumes that 
| want my business continued as an asset 
of my estate after my death for the 
benefit of my family. Suppose none of 
my children is interested in the business 
and I want it sold at my death. Are 
there any special arrangements | should 
make while | am living? 


A. If you are sole owner of the 
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business, the main thing is to give 
your executors adequate powers so 
that they can keep the business going 
while they are looking for a buyer. 

If you are in partnership with some- 
body else, or if your business is in- 
corporated and there are other sub- 
stantial shareholders, your co-owners 
will be the obvious purchasers of the 
business, and there will be an advan- 
tage both to you and to them to 
arrange now for the sale of your in- 
terest to them at your death. They will 
be interested because this will keep 
outsiders from coming into the busi- 
ness, and your estate will have a big 
advantage in having a ready-made 
market for your interest. 

This is usually done through a cross- 
purchase or a stock redemption agree- 
ment entered into with the other co- 
owners or the company during your 
lifetime, providing that the interest will 
be purchased or redeemed at a price 
fixed by a formula, by arbitration, or 
by some other method set forth in the 
agreement. 

If such agreements are entered in- 
to in good faith, negotiated at arms 
length, and properly drawn to restrict 
transfers during your lifetime, they 
also have the advantage of pinning 
down the value of the business for 
federal estate-tax purposes. 


Q. You have talked a lot about how 
insurance should be set up. What about 
other property which does not pass 
under the will—such as property | own 
jointly with my wife? 

A. In medium and large estates, 
jointly held property is somewhat of a 
nuisance because it cannot be con- 





In early England, you were in 
bad shape if you backed the wrong 
candidate in one of the many civil 
wars. Apart from the danger of 
losing your head, your entire estate 
would be forfeited if you were con- 
victed of treason. 

The prudent warrior would there- 
fore convey his property to his clerk 
for the “use” of the warrior. This 
was the forerunner of the modern 
trust. The warrior retained the ben- 
eficial enjoyment of his property, 
but the legal title (which was all the 
law courts recognized) was in the 
clerk, so the warrior had nothing 
left to forfeit if his candidate lost. 





Estate Planning in the Good Old Days 


The conveyance on “use” was 
also employed, in much the same 
manner as the trust is employed to- 
day, to reduce the expense of dying. 
the feudal equivalent of modern es- 
tate and inheritance taxes was a 
number of benefits that accrued to 
an overlord when his vassal died. 
To avoid these the vassal would 
convey his property to his clerk for 
the “use” of the vassal and after his 
death for the “use” of his son. The 
clerk thus became the legal owner, 
and there were no feudal obliga- 
tions when the vassal died. 

What happened if the clerk to 
whom the legal title was conveyed 


recognized a good thing when he 
saw it and decided to keep the 
property for himself? The law 
courts were blind to the “use,” and 
could give the beneficial owner no 
relief. 

The beneficial owner would there- 
fore appeal to the king—or, more 
precisely, to the chancellor, who 
handled such matters on the king’s 
behalf—and the chancellor, not be- 
ing bound by the technicalities of 
the law, would force the clerk to do 
what was right or “equitable.” 

Thus, even today, trusts are en- 
forced in courts of equity by judges 
who are called chancellors. 
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trolled by will. Thus, if a man with 
$200,000 has it all in joint names with 
his wife, it will pass automatically to 
her outright by right of survivorship 
with the adverse tax effects described 
earlier, and there is nothing he can 
say in his will which will prevent this. 

Generally speaking, a person who 
has, or expects to have, any sizable 
estate should not put property in joint 
names. It is far better if each spouse 
keeps property in his or her individual 
name; it can then be controlled by 


their wills so as to take advantage of 
available tax savings. 

If the property is already in joint 
names, it is usually better to either 
divide it half and half or to transfer 
enough of it back into the name of 
the spouse who paid for it so that 
death taxes can be kept at a minimum. 
If a division is done properly, or 
a retransfer accomplished over the 
course of years, this can be done with- 
out incurring capital gains or gift tax. 

An attorney should be consulted 


and the transfer planned carefully. 


Q. What about death benefits under 
@ pension plan or other employee bene- 
fits my estate may become entitled to 
after my death? 

A. These are much like insurance 
proceeds and should be handled ac- 
cordingly. The main thing is to bear 
in mind that at least some of such 
benefits may be part of your taxable 
estate so that this asset should be con- 
sidered in drawing up an overall plan. 


Large Estates: Above $300,000 


THE MAN with the large’ estate has all the planning 
problems of the small and medium estates and some 
more besides. Estates of $300,000 or $400,000 and up- 
ward can be considered large for estate-planning pur- 
poses, although as before noted, a lot depends on the 
circumstances of the particular case. 

@ One characteristic is that there is likely to be 
enough left after both parents have died to make the 
children pretty well off so that they will have estate 
problems of their own; this, of course, depends on the 
number of children, as well as the size of the estate. 


e Another characteristic of the large estate is that 


the problem of excessive income taxes becomes more 
serious. 


e@ Finally, when we speak of a “large” estate in this 
context, we are generally thinking of an estate large 
enough for there to be some surplus assets which the 
owner can give away during his lifetime without jeopar- 
dizing his security. 

For all the above reasons it is perhaps misleading to 
define a “large” estate in terms of dollars and cents, and 
the man with an estate of less than $300,000 might 
well be interested in some or all of the subjects dis- 
cussed under this heading. 


Q@. Whet are the advantages of con- 
tinuing trusts for the lives of my chil- 
dren? 

A. In some situations a man will 
want trusts for his children simply to 
provide management for a fund pass- 
ing to a child who is inexperienced or 
lacks judgment in financial matters. 
He wants to make sure the funds are 
prudently invested, that the principal 
will not be squandered unwisely, and 
that the child will have a backlog of 
security for the rest of his or her 
days. 

This, of course, is a matter which 
the parent must decide in each case 
without much help from the advice of 
others. Some men leave their daugh- 
ters’ shares in trust and leave their 
sons’ shares outright. 

Another advantage of trusts lasting 
for the children’s lives is that it en- 
ables the parent to channel his wealth 
down his own blood line. 


Example: A man left his estate 
outright to his daughter assuming 
she would leave it to his grand- 
child, of whom he was very fond. 
When she died, however, she left 
the estate outright to her husband, 
who remarried and had three other 
children by his second wife. As a 
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result, the estate was ultimately di- 
vided among four children, three 
of whom were not even remotely 
related to the original decedent. If 
the grandfather had left his estate 
in trust for his daughter, he could 
have made certain that his own 
grandchild would be the ultimate 
recipient. 

A third reason for continuing 
trust for children is to minimize 
death taxes on their deaths. Some 
people think this is carrying things 
too far; they are not particularly 
concerned with the third genera- 
tion and prefer to leave their es- 
tates outright to their children and 
have done with it. The children 
themselves, however, often take a 
contrary view. 

The thing to bear in mind is that 
once a child receives funds out- 
right, there is nothing he can do to 
eliminate it from his taxable estate 
and still retain the benefit of it 
during his life. If the child creates 
a trust of his own, reserving the in- 
come or power to control its dis- 
position, the government taxes the 
principal at his death just as if he 
still owned it. However, if the father 
creates the trust for the benefit of 
the child for life, the principal can 


be made to pass tax-free at the 
child’s death. 

If the children are of age, it is 
not a bad idea for the parent to 
ask them what they would prefer. 
Most children probably would like 
at least some of the funds outright, 
but if they are mature enough to 
have given some thought to their 
own tax problems, and if the 
amounts involved are large enough, 
they may well prefer to have at 
least a portion of their shares left in 
trust to pass tax-free at their deaths. 


Q. Doesn’t a trust necessarily “‘tie up” 
property, so that it will be unavailable 
for my child’s need in circumstances 
which | cannot now foresee? 

A. No. A trust can be just as flexible 
as you care to make it. 

Many years ago, when living costs 
were low and gilt-edge investments 
earned 5% or 6%, some people made 
the mistake of providing simply that 
income should be paid to a benefici- 
ary for life with principal at the bene- 
ficiary’s death passing to others. Some 
of these trusts are still in existence, 
and many of them have turned out to 
be totally inadequate to provide for 
the needs of the beneficiary on the 
modern scene. 
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No competent lawyer would advise 
such a rigid trust at the present time. 
As a very minimum, he would advise 
giving a disinterested trustee power to 
use principal for the beneficiary in 
case of need, and giving the trustees 
broad investment powers so that a bal- 
anced portfolio to guard against losses 
from inflation as well as deflation 
could be maintained. 

Naturally, if you give the benefici- 
ary too much power over the principal 
of a trust, you might defeat the very 
purpose for which the trust was 
created, and you might lose the tax 
advantage which trusts ordinarily af- 
ford. For example, if you give your 
child the unrestricted power to with- 
draw principal at any time, the trust 
will be taxable at his death. 

However, the tax law in this regard 
is far more liberal than many people 
suppose. Following is a list of the 
powers which can be given in a trust 
instrument without adverse death-tax 
effects: 

e A power in a disinterested trustee 
to use principal for the income bene- 
ficiary for whatever purpose the dis- 
interested trustee thinks advisable. 

e A power in the beneficiary to 
withdraw whatever principal may be 
necessary to maintain his standard of 
living. 

e A power in the beneficiary to 
withdraw in each calendar year the 
greater of 5% of the principal or 
$5,000, regardless of need. 

e A power in the beneficiary to 
make gifts from the principal of the 
trust so long as the class of permis- 
sible beneficiaries of such gifts do not 
include himself or his creditors. 

e A power in the beneficiary to 
direct in his will how the principal 
should go at his death provided that 
the class of permissible beneficiaries 
of such appointment does not include 
the beneficiary’s creditors, his estate, 
or creditors of his estate. 

Not everyone would want to in- 
clude all these powers in a trust in- 
strument. However, they demonstrate 
that so far as federal death tax savings 
go, the primary beneficiary can be 
given most of the beneficial enjoy- 
ment of outright ownership without 
adverse tax effects. 


Q. You have spoken a lot about death 
taxes. What about income taxes? Is 
there any way |! can minimize income 
taxes for my family after my death? 

A. Yes, by arranging your estate so 
that no beneficiary will be receiving 
more income than he needs. 

Income from trusts is taxed to the 
beneficiaries who are entitled to re- 
ceive it. Income which is accumulated 


within the trust (as permitted by the 
laws of most states if provided for in 
the will) is taxed to the trust as a 
separate taxpaying entity. Hence, if 
there is a possibility that a beneficiary 
may receive more income than he 
needs, the way can be left open for 
substantial income tax savings by 
creating a “sprinkling trust”—that is, 
a trust where a disinterested trustee is 
given power to “sprinkle” income 
among the primary beneficiary and 
his family, or to accumulate it and 
add it to principal. 


Example: A well-drawn will for 
a substantial estate might provide 
as follows: (1) a marital deduction 
trust for the wife, with income and 
principal freely available for her 
needs; and (2) a direction to divide 
the balance of the estate into sep- 
arate trusts for the children, with 
directions to the trustees (a) to pay 
to each child so much of the in- 
come and principal of his or her 
share from time to time as the 
trustee thinks advisable for the wel- 
fare of the child, (b) to distribute to 
any of the child’s issue any income 
and principal they may need, and 
(c) to accumulate and add to prin- 
ciple any income not needed by 
either the child or his issue. 

(It would also be advisable for 
the will to contain an emergency 
provision for the wife, authorizing 
payments to her from the children’s 
trusts in case the marital deduction 
trust and her. own assets should 
ever be exhausted). 

The extreme flexibility of this 
plan makes it attractive as a poten- 
tial tax-saver while keeping all the 
funds available to the child if he 
needs them. Thus, one child may 
be a college professor who will 
need all the income from his share 
and perhaps some principal besides. 
On the other hand, his brother may 
be a highly paid executive, in which 
event the income from his share 
could be accumulated or paid di- 
rectly to grandchildren. 

There are many forms of sprin- 
kling trusts. It will be noted in the 
above example that the children are 
treated equally and that sprinkling 
occurs only between the child and 
the particular child’s issue. In other 
situations there can be sprinkling 
between children. In most cases 
this is not too advisable in that it 
tends to promote jealousy or ill 
feeling among brother and sister. 
However, it might be feasible in a 
family where one child is disabled 
and his future needs are unpredict- 
able. 
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In so far as income is accumu- 
lated within a sprinkling trust, not 
only can the income-tax savings be 
substantial but there is also a fur- 
ther saving in death taxes in that 
the income which is accumulated 
within the trust is added to princi- 
ple and passes tax-free to the 
grandchildren on the child’s death. 


Example: A will provides a sim- 
ple trust for a son, directing that 
all income be paid to him. The son, 
who is well-employed and has a 
substanial income of his own, is in 
a 50% income-tax bracket. In a cer- 
tain year he receives from the trust 
$1,000 of income in excess of his 
needs. He adds it to his savings and 
leaves it to his children at his death. 
The tax effects are as follows: 


Excess income received 


Less: income tax at son’s top 
bracket 

Balance remaining at son’s 
death 500 

Less: federal estate tax at top 
bracket in son’s estate .... $ 150 


Balance remaining for grand- 
children $ 350 


Now suppose in the same case 
that the will had provided a sprin- 
kling trust for the son and that the 
trustee had accumulated the un- 
needed $1,000 of income within 
the trust. The tax effects would 
then be as follows: 


Income accumulated 


Less: income tax paid by the 
trust 


Balance remaining at son’s 
death $ 800 


Less: federal estate tex ... -0- 


Balance remaining for grand- 
children $ 800 


Q@. What are the advantages of mak- 
ing gifts to my family during my life- 
time? 

A. A properly planned program of 
gifts can result in dramatic savings, 
both of income and death taxes. Fed- 
eral gift-tax rates are lower than 
federal estate-tax rates, and they are 
governed by a wholly separate system 
of exemptions and graduations. Hence 
the dollars that you take from the top 
bracket of the estate tax fall into either 
the exemption or the very low brack- 
ets of the gift tax. Furthermore, if the 
donee is in a lower income-tax brack- 
et, the tax on the income subsequently 
earned on the gift will be substantially 
less. 


Example: A father who is in the 
43% income-tax bracket and 32% 
estate-tax bracket gives $1,000 to a 
guardian for his minor child, and 
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the income is subsequently accumu- 
lated for the child during his minor- 
ity. The first tax saving is that the 
father has knocked $320 off his 
federal estate tax when he dies, 
and there is no gift tax because the 
amount of the gift falls within the 
annual exclusion (see below). The 
second tax saving results from the 
fact that no income tax is paid by 
the child’s guardian, because the 
child’s income is less than $600 a 
year, so that 43¢ is saved on every 
dollar of income subsequently 
earned. 


Q. Give a brief description of the gift- 
tax exclusions and exemptions. 

A. No gift tax is imposed upon gifts 
which fall within (a) the annual ex- 
clusion or (b) the lifetime exemption. 

(a) A person may give $3,000 tax- 
free to each beneficiary in each year, 
and such gifts are entirely excluded 
from gift-tax calculations. Thus a man 
with three children can give $3,000 
to each child, or a total of $9,000, 
every year of his life and pay no gift 
tax or use up any of his lifetime ex- 
emption. 

If the donor is married, the exclu- 
sions are doubled due to the “split- 
giving” provisions of the gift-tax law 
similar to the “split-income” provisions 
in the income-tax law. In other words, 
if a man, with the consent of his wife, 
makes a gift to his child, it is treated 
for gift-tax purposes as if the gift were 
made one-half by the husband and 
one-half by the wife, even though it 
all represented the husband’s property. 
Thus a married man with his wife’s 
consent can give $6,000 to each bene- 
ficiary each year and not have the 
gifts count for gift-tax purposes. 

To qualify for the annual exclusion, 
the gift must be outright and not a gift 
of a future interest. Hence gifts in 


trust ordinarily do not qualify for the 
annual exclusion except for the value 
of the income interest. 

There is a special exception, how- 
ever, to cover gifts in trust for the 
benefit of minors. A gift te a trust to 
last only during minority, with the 
fund freely available for the minor’s 
needs in the meantime, qualifies for 
the exclusion if the trust is properly 
drawn as required by the Code. 

(b) The lifetime exemption is sepa- 
rate from and in addition to the an- 
nual exclusion. Every taxpayer is 
allowed an exemption of the first 
$30,000 of gifts he has made during 
his lifetime in excess of the annual 
exclusions. 


Example: A _ widower gives 
$3,000 to his son the first year; this 
falls within the annual exclusion and 
is not counted. The next year he 
gives $4,000 to his son; $3,000 of 
this falls within the exclusion, but 
the remaining $1,000 uses up part 
of the widower’s lifetime exemp- 
tion so that he only has $29,000 
of exemption left. The third year 
he gives $37,000 to his son; this re- 
sults in a net gift, after exclusion, 
of $34,000, and since he has only 
$29,000 of lifetime exemption left, 
he pays a gift tax on the balance of 
$5,000. However, the tax is at the 
lowest gift-tax rate and is only 
$112. 

Here, also, a married person can 
take advantage of the “split-giving” 
provision of the Code so that he 
and his wife together will have 
$60,000 of lifetime exemptions. 


Q. Can I save taxes by making gifts 
to my wife? 

A. The marital deduction provision 
of the estate-tax law and the split- 
income provision of the income-tax 


law have taken the bloom off gifts 
between spouses. If the donor dies 
first and his will is properly drawn to 
take full advantage of the marital de- 
duction, little or no death-tax saving 
results from a lifetime gift to his wife. 
It is merely robbing Peter to pay Paul. 
Likewise, there is no income-tax sav- 
ing while both are living, because the 
husband and wife presumably file a 
joint return anyway. 

It is true that if a man with a sub- 
stantial estate gives $60,000 to his wife 
who had no estate of her own, there 
can be some death-tax saving if she 
dies first, but only if she is careful in 
her will to avoid giving the $60,000 
back to him. In other words, if her 
will leaves the $60,000 to the chil- 
dren, then the death tax on this 
amount is avoided, because her en- 
tire estate will fall within the $60,000 
estate-tax exemption. In many such 
cases, however, one wonders why the 
husband did not save a lot of trouble 
by giving the $60,000 to the children 
to begin with. 

On the whole, therefore, gifts be- 
tween spouses accomplish very little 
taxwise and nothing like the dramatic 
death-tax and income-tax savings ac- 
complished by gifts to the next genera- 
tion. 


Q@. What are the disadvantages of 
making lifetime gifts? 

A. Lifetime gifts can result in such 
substantial tax savings that considera- 
tions other than taxes are sometimes 
not given sufficient weight. The parent 
should carefully consider the psycho- 
logical and moral effect the gift will 
have on his child and, even more im- 
portant, he must be careful not to 
give so much away during his lifetime 
that he jeopardizes his own security in 
his old age or that of his widow after 
his death. 


Conclusion: Tax Law Plus Common Sense 


ONE SHOULD NOT go overboard in giving lifetime 
gifts just to save taxes. This caution also applies to 
other tax-saving methods discussed in this article. 

Good estate planning is based on a thorough under- 
standing of the tax law, plus some common sense. Tax 
considerations have been emphasized because they form 
a common background for a wide variety of particular 
cases involving personal considerations that cannot be 
discussed in general terms. 

The emphasis on taxes, however, should not be taken 
to imply that personal considerations are unimportant. 
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On the contrary, they may be determinative. To take a 
single example, a man who has married twice and has 
children by his first marriage might well forsake the 
marital deduction rather than take the risk of having a 
half interest in his business pass outside his family. 


On the other hand, Congress has expressly provided 
for tax relief in a variety of situations, and failure to 
take advantage of them is often due to ignorance or bad 
advice.. If a man’s personal objectives can be attained 
in more than one way, he might as well choose the 
method which is most economical. x 
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What Compact and Import Cars 
Are Doing to Gasoline Demand 


Here's an up-to-date report on compact-car sales and an appraisal 
of what the trend means to oil marketers now and for the future 


By MAX M. ROENSCH 
Assistant Chief Engineer, Chevrolet 


I N THE NEXT 10 YEARS, passenger-car sales are 

expected to rise sharply on the crest of an ex- 
panding American population and economy. If the 
economists are correct in their estimates, and auto- 
mobiles sell as expected, the passenger-car popu- 
lation will increase by 30-million. 

From 1950 to 1960 the total number of passen- 
ger-car registrations increased from 40- to 60-mil- 
lion. By 1970 there will be 90-million passenger 
cars on our highways (see figure 1.) Some estimates 
run as high as 100-million cars. 

The Compacts—Sparking a great new interest 
in the American automobile are the compact cars. 
Their sales curve is rising steadily (see figure 2). 


oh MORES 


i What Compact Cars Will Do to Gasoline Consumption 


35 BILLION GALLONS 
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Compacts are classified 
herein as cars with less 
than a 110-in. wheelbase. 
In 1959 they accounted 
for 13% of total sales. 
For the month of January 
1960 this figure rose to 
20%. 

The big question here, 
of course, is whether the 
compacts will create new 
sales or slice off a portion 
of the full-size car market. 
At present the Corvair is accounting for about 13% 
of Chevrolet sales. This figure constitutes almost 
all of the improvement of 1960 Chevrolet sales 
over 1959, so it appears the Corvair is creating 
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FIGURE 1. Some 90-million cars may be on the road by 1970. 


(Begins on page 151) 
“new” sales. How the entire industry will fare in 
this respect is still problematical. 

The Foreign Imports—Still another enigma is 
the foreign import car. Since 1957 they have sky- 
rocketed in popularity (see figure 3). What the in- 
troduction of the domestic compacts ultimately will 
do to the imports cannot yet be determined. One 
indicator is the sale of compacts in strong import 
areas. For instance, Corvairs are accounting for 
34% of Chevrolet sales in Los Angeles, an area 
that is traditionally an import stronghold. 


What the Economy Trend Means 


The public’s interest in economy cars, which 
fostered the compact cars, also has increased the 
demand for the lower-cost, gas-saving, three-speed 
transmissions. 

Another extra-cost ®ption on the decline is the 
special induction system on engines. Chevrolet sta- 
tistics show a lowering of demand for single four- 
barrel carburetors, dual four-barrel carburetors, 
three two-barrel carburetors, and fuel injection. 

The trend indicates a change from public interest 
in power and performance to engines that are 
lower cost initially and are more economical to 
operate. 

The growing number of foreign and compact 
cars is expected to constitute 25% of total car 
sales in 1960. This will mean they will make up 
about 10% of the total car population. This 10% 
will burn one-third less fuel. The lower fuel con- 
sumption of smaller cars will result in. approxi- 
mately a 2% reduction in the potential amount 
of gasoline that would have been burned had all 
cars been full size. 








FIGURE 2. Compact-car sales have skyrocketed since 1958. 


If the 1960 figures hold true for each of the 
next 10 years, even from a conservative point of 
view it could mean the domestic compacts will cut 
7-billion gal. off the 83-billion gal. that would 
probably have been consumed in 1970 if all cars 
were full size. That would make gasoline consump- 
tion 76-billion gal. (see chart on previous page). 
If the foreign cars continue to be an important 
sales factor their influence would reduce the figure 
even more. 


How the Compacts Affect Fuel Use 


Just how are the compacts bringing about these 
changes in the market? 

e One important factor is their influence in 
reducing the ratio of eight-cylinder engines to six- 
cylinder engines in this country. In 1960 six- 
cylinder engines are expected to account for about 
35% of all passenger-car engines produced, com- 
pared with 30% in 1959. 

@ The single-barrel carburetors of the compact 
engines are leading the trend away from the spe- 
cial-induction-system engines. 

@ Still another over-all effect the compacts are 
having on the industry is the reversal of the move 
toward heavier cars that began in 1955. Average 
vehicle weight was 3,586 Ibs. in 1958, 3,523 Ibs. 
in 1959, and is expected to drop to 3,480 in 1960. 

Fuel Consumption—Cumulative fuel-consump- 
tion averages have been compiled over a three- 
year period by the General Motors Proving Ground 
on full-size cars, compact cars, and foreign com- 
pact cars. To establish fuel-usage comparisons for 
all cars, the total amount of gasoline used by the 
full-size cars in the tests was established as 100%. 
The U.S. compacts used 74% of that amount, and 
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FIGURE 3. Foreign-car sales started Detroit on compacts. 


the foreign imports used 51% (see figure 4). 

Thus the American compacts can be expected 
to average about 25% better economy than the 
bigger cars, and the foreign compacts about 50% 
better economy. These data are helpful in that 
they should remain stable and could be used as 
a basis for fuel consumption compilations in the 
future. 


Seventy-five per cent of all 1960 passenger cars 
produced will be designed to use regular-grade fuel, 
as indicated by surveys made by The Chevrolet 
Engineering Dept. and the Ethyl Corp. (see figure 
5). 


How Much Will ‘Gas’ Demand Drop? 


The facts and figures presented lead to the con- 
clusion that the greater economy of the compacts 
will reduce the amount of gas consumed in the 
U.S. However, there are economic and social fac- 
tors that no doubt will counteract this trend. 

@ One of these is the growing traffic conges- 
tion in the great metropolitan areas of our country. 
By adding 30- to 40-million cars to our roads 
we are going to create tremendous traffic problems, 
even if roads improve greatly. This growing prob- 
lem for the American motorist, however, will mean 
an increase in the amount of fuel used in the era 
ahead because of the poor economy resulting from 
stop-and-go driving. 

e Second, more leisure time, increasing family 
incomes, and our multibillion-dollar highway build- 
ing project, when completed, will encourage long- 
distance traveling by motorists, and this also will 
boost fuel consumption. 

e Finally, miles of expressways have been built 
in our metropolitan areas where 60% of all cars 
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FIGURE 4. U.S. compacts get 26% better ‘gas’ economy. 
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FIGURE 5. Due to compacts, more cars now use regular ‘gas’. 


are owned. However, if recent tests in Detroit are 
indicative of other cities, the expressways will not 
improve passenger-car fuel economy. 

A study of Detroit expressway travel was made 
recently by the Chevrolet Engineering Dept. It was 
found that test cars traveling the expressways made 
15% to 30% better time, but used 15% to 20% 
more gas than test cars traveling alternate city- 
street routes to the same objectives. 

These conditions most certainly will increase the 
rate at which American cars burn gasoline. In fact, 
their combined effect could offset the compact car’s 
fuel economy. a 





Tires—Batteries—Accessories 





A TBA display is always set up in the reception room of Webster Oil Co. 


where dealers come in to pick up orders 


Three Ways to Boost TBA Sales 


Webster Oil Co. increased TBA volume 40% in one year with: 

@ A 5% cash-and-carry discount bringing dealers to the warehouse 
@ A variety of contests for salesmen, dealers, employes 

@ Continual TBA clinics for dealers, driveway salesmen 


ORKING ALL THE TBA ANGLES paid off for 

Webster Oil. TBA sales for this Phillips job- 
ber of Springfield, Mo.. rose from $63,447 in 1958 
to $88,817 in 1959. 

Most unusual angle of the Webster strategy is 
the cash-and-carry discount, launched as an experi- 
ment late in 1958. You might think 5% is quite 
a lot of discount to offer at the wholesale level, but 
this particular discount does triple duty: 


@ It supersedes a conventional 2%-10th prox 
cash discount. Thus it plays a part in improving 
cash flow. Evidence of the improvement can be seen 
in the new low level of dealer accounts receivable. 

e It eliminates a lot of TBA deliveries and 
thus cuts costs. 


e It creates the best possible sales contacts, 
because you can talk with dealers when they’re 
free to listen. 

Easy Sales Pitch—“When a dealer comes in to 
pick up his order we can get his undivided attention 
and really sell him,” says Jack Webster, president. 
“At the station, just about the time your salesman 
gets the dealer’s ear, a car comes in the drive and 
he loses him. He has to wait until the car leaves and 
start all over again.” 

The waiting room at the Webster office always 
has an extensive display of TBA merchandise set 
up. “Our main idea, in addition to cutting out de- 


livery costs,” says Webster, “is to get the dealer in 
here to see what we have to offer.” 

Delivery Schedules—Now that many dealers 
come in to pick up their TBA orders, all local de- 
liveries to dealers on the south side of Springfield 
go out in the morning and those on the north side 
in the afternoon. 

“Our dealers know this is the pattern,” explains 
Webster, “and they know they can phone an order 
for the south side by 9 a.m. any weekday and get 
it delivered the same morning, or for the north side 
by 2 p.m. and get it the same afternoon.” (Out-of- 
town deliveries are handled by four consignee tank- 
wagon drivers.) 


Sales by Phone—At the same time, Bill Baker, 
TBA manager, does a lot of phone solicitation, even 
though Webster salesmen are out calling on dealers 
every day. “We also use the phone a lot,” says 
Baker, “to call dealers to find out if they need any- 
thing. In that way, we'll make contact with dealers 
who may not see a salesman for several days.” 


Dealers are encouraged to make full use of the 
Phillips want list, a check-off pad on which the 
dealer can note his TBA needs. With the want list 
it’s easy for the dealer to make frequent checks of 
his TBA inventory. And with items checked off on 
a list of Phillips merchandise, it seems natural 
enough to phone the whole order to Webster. 
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Contests: Prizes for All 


One thing you can be sure of if you work for 
Webster Oil, you'll get in some kind of a contest. 
Here are six varieties: x 

e A typical program that got everybody into 
the act was a two-month drive last year that sold 
8,500 gal. of antifreeze and 178 batteries. Each 
salesman was a team captain, and even the office 
girls took part in the push to get dealer orders in 
early. Each member of the winning team got $20 
in cash and the captain won a transistor radio. 

e Another team contest sold 1,275 tires in three 
months. Winning team members got $25 in cash, 
the captain got a wrist watch. 

@ Two sales-department teams sold 41 Puro- 
lator filter deals in a contest to see which team 
could exceed quota by the wider margin. Winners 
were awarded one of the Schick clectric shavers 
used by Purolator as a dealer premium. 

e Right now Webster is winding up a spring 
accessory stock-up drive. To win a wrist watch a 
dealer doesn’t have to beat anybody except him- 
self. If his accessory order amounts to $100 more 
than he bought in the same three-month period last 
year, he wins a watch- 

e@ In a 60-day credit-card contest for all Web- 
ster employes, more than 3,000 applications came 
in. First prize, for the greatest number of approved 
applications, a pair of tires; second prize, one tire; 
third prize, a set of seat covers; fourth prize, dinner 
for two; fifth prize, two oil changes. 

e@ In each of seven consecutive months, the 
dealer with the best increase over the previous year 
in sales of a designated product became the guest 
of Webster Oil for a night on the town for himself 
and wife. 

The payoff in February was based on tire and 
tube sales; in March, on accessories; April, on lube 
jobs and oil changes; May, gasoline; June, credit- 
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‘Our idea is to get the dealer in here to see what we have to offer,’ says president Jack Webster 


card applications; July, tires and tubes; August 
batteries. The dealer with best increase for all 
seven months won a trip to a Kansas City or St. 
Louis baseball game. All dealers had a chance to 
pick up the Phillips grand prize, a trip to Pier 66, 
a plush marina at Fort Lauderdale, Fla. 
Traditional dealer meetings, as they’re usually 
conducted in the oil business, cover so much ground 
that many TBA problems are skipped. Webster Oil 
gets around this by inviting about a dozen dealers 
in once every two months to talk TBA. Sessions are 
held from 6:30 p.m. to 8:30 p.m., and are generally 
question-and-answer discussions. 


“We try to show them the easiest way to do 
things,” says Jack Webster. “Believe it or not, some 
dealers who may be good in many other ways, may 
not know how to install a simple wiper blade.” 

The TBA clinics are always small affairs. “We 
find that in small meetings dealers are not as re- 
luctant to ask questions as they would be if a large 
crowd was present,” says Webster. 


Because only a few dealers are invited to any 
single meeting, Webster tries to select men from dif- 
ferent market areas. “The reason for scattering the 
attendance,” explains Webster, “is that all dealer 
problems are not the same. If we draw from a wide 
area, we get a wider range of problems presented 
for discussion.” 


How to Beat the Peddlers 

And in common with many oil marketers, Web- 
ster is inclined to feel that he’s faced with acute 
competition from wagon peddlers for the TBA bus- 
iness of all of his outlets, big or little. 


“If they get their foot in the door of a dealer’s 
station,” says Webster, “there’s no telling what 
theyll sell him. With our program we try to get 
there first with quality products the dealer isn’t 
ashamed to handle and that we know will bring re- 
peat business into the station.” a 
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What's the score on 
YOUR battery line? 


Globe marketers stay far ahead! Like any 
league leader they take full advantage of all 
scoring opportunities — exactly what the 
M.O.8.T. System provides with its Maximum 
Opportunity for Sales and Turnover! 

M.O.S.T. marketers beat the daylights out 
of sluggish inventories. They service all motor- 
ists with only four batteries — (some dealers 
carry eight sizes for a complete quality selec- 
tion). Turnover, of course, is especially fast; 
not hard to guess what that means to profits. 

But concentrated merchandising is not the 
entire story. Globe’s superior design counts 
heavily, too. One-piece construction, power- 
channel grids, dry-charge unit packaging, plus 
other Globe firsts team together to make the 
M.O.8.T. line finest anywhere. 

For further details on the M.O.S.T. System, 
write Globe today. Now is the time to get 
your battery program off to a profit-winning 
start! 


SPINNING POWER 


SPLIT-seconD STARTING 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 


if it's Petroleum-powered there's a 
GLOBE-BUILT BATTERY right from the start! 


*Patents 182,109, 2,925,137 
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Power-channel grids — have 
higher strength and corrosion 
resistance. Better con- 
ductivity, better oxide 
retention. 

High-impact containers — 
provide 96% more resistance 
to shock. 


Rubber bushings — prevent 
corrosion at intermediate 
links; provide shock 
protection. 


Color—gives dramatic appeal. 


SYSTEM 


One-piece cover gives extra 
acid capacity, greater all-over 
strength. Makes a better look- 
ing battery, too. 





GRIP-RIDGE, SURE-GRIP Hold- 
downs and SURE-LOK Channels* 
— fit M.O.S.T. batteries into 
any size carrier. 


Creative dry-charge packaging 
allows point-of-sale activation 
with factory-fresh power — 
easily, quickly, safely. 
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automatically keeps labor expense in Two main factors are thought to be 
line with gallonage. responsible for the increase: 


e Accelerated tire wear, brought 
about by more cars with powerful 
engines, automatic transmissions, 


ye =. % 

a ®Tire-sales forecasts made at the 
oe te start of 1959 proved to be way on 
THE WIND the low side. The actual increase was 

8%, boosting passenger-tire replace- etpllnw eigen and power brakes, all 
ments to a year-end record of 66,- of which tend to wear out tires 

By FRANK C. STURTEVANT 797,147. Perhaps the predictions  'Str- 
made at the start of 1960 for an in- e A steadily rising proportion of 
Tire success story: How crease of no more than 1.6% will be —_ second-line tires sold every year for 
i equally short of actual sales. the past two or three years. Life of a 
Atlas Bucrons are doing The conditions that caused last second-line tire is only equal to about 
: year’s big increase are still present. three-fourths that of a first-line tire. 

THE ATLAS BUCRON tire that 


went over so big for Esso Standard = -—————__________ 
last year is reported .o be selling even 


better this year. 

The company isn’t giving out any 
figures, but estimates indicate that | 
Bucron tires, although selling at a 


premium price, make up some |5%- 


25% of all Esso tire sales. At the | 
same time, the entire Esso tire volume | 
is thought to be at least a third better 


than last year. 
That just about establishes the 


butyl-rubber tire as the wonder prod- 
uct of the industry. It’s hard to find 
in tire history a similar instance of | 


such rapid acceptance of a new kind 


of tire. Curiously enough the butyl- | 
rubber tire was developed by one oil 
company subsidiary, The Enjay Co., 
and introduced to the public by an- | 


other subsidiary, Esso Standard. 


Other oil marketers handling the | 
Atlas brand are now taking on the 
Bucron line. And one rubber com- 


pany, Firestone, has brought out its 
own version of a butyl-rubber tire. 


> Oil jobbers and major companies | 
alike can learn something to their 


advantage from a quick look through 
the testimony taken by the House 


small-business subcommittee in _ its 
hearing on TBA abuses. Chairman 
Roosevelt (D., Calif.) has announced 


that printed transcripts are available. 
Legislation inflicting severe restric- 
tions on oil marketers has already been 
proposed. And while it may be slow 
in coming up for consideration, its 
supporters intend to keep up the 
pressure until they get action. 





Long ago, Blackmer solved 

the problem of shaft leakage 

with a special seal designed 

exclusively for Blackmer pumps. 

Now, for complete leakage protection, Blackmer 
adds a new O-Ring seal which prevents head 

leakage as well. The results—clean driveways, less 
Esso and Humble seem to be recom- waste, better performance under high pressure— 
mending that dealers pay their em- are just a few good reasons why you should specify 
ploye on a straight commission basis Blackmer Truck Pumps. There are many more. 

for everything—no salary. The com- Write for Bulletin 200. 

panies have been citing examples of 


such plans, showing a station operator Za» “liquid materials handling"® equipment 

can afford to pay his men 40% of res 2 me 

his gross profit. BL c ER truck pumps 
Because the plan applies to both 


gasoline and TBA, it provides a broad | BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
incentive for sales of all products and | Find your Blackmer Man under “Pumps” in the Yellow Pages 


> Perhaps “recommending” is too 
strong a word, but at any rate both 
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6 Ways to extra hea 


dlamp profits 


in 5 minutes... day or night! 





REPLACE BURNOUT AND MATE. When 
one 4002 goes, chances are the other’s just 
about had it, too. Why wait? Save your 
customer time, trouble and i inconvenience. 
—— that he sree: em both. You'll 
double your profit. 


RACK UP EXTRA SALES. Check headlamps 
before you start that lube job. Replace ’em 
when the car’s on the rack. It takes only 
minutes to install a pair of Vision-Aid 
Headlamps. You’ll add extra profit, too. 


LOOK FOR CRACKED LENSES AND BURN- 
OUTS. When you’re cleaning lenses, check 
for cracked or broken ones. While you’re 
at it, have the driver flick on his lights, high 
‘low, to spot burnouts. You'll save him 
trouble on the road . . . and increase your 
profit. 


CONVERT “COURTESY” CUSTOMERS. 
Whenever a transient stops—for a road 
map, directions or comfort—take a look at 
his headlamps. When you spot burnouts, 
cracked lenses, or obsolete 7" lamps, sell 
him a pair of Vision-Aid Headlamps, and 
boost your profit. 


REPLACE OBSOLETE 7" HEADLAMPS. All 
5000 series headlamps are obsolete. New 
6000 series Vision-Aid Headlamps with 
Spotlight Low Beams vastly improve in- 
traffic visibility. More powerful high beams 
make open road driving safer and easier, too. 


AIM FOR SAFETY AND PROFIT. Everytime 
you replace a headlamp, sell a complete 
aiming job to match the beams accurately. 
Extra service brings extra profit. 


¢s) TUNG-SOL 


HEADLAMPS 


MINIATURE LAMPS 


- FLASHERS 
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Dual hydraulic-powered pumping systems are built, assembled in unit . . 


Equipment 


and mounted on trucks in the field 


®How Hydraulic-Powered Pumps 
Can Cut Maintenance Costs 


Standard of Indiana believes it pays to spend an extra 10% to put 
hydraulic equipment on all new commission-agent trucks. Here's why 


YDRAULIC-DRIVEN product pumps and hose- 
H reel rewinds have made a good enough record 
in the past three years to warrant their continued 
use on Standard of Indiana’s commission-agent tank 
trucks. The plan now is to install hydraulic equip- 
ment on all new tanks bought for the commission- 
agent fleet. 

The decision eventually will affect several thous- 
and trucks. According to a recent count, Standard 
had 3,549 commission-operated bulk plants. 

Dual Pumping—Most trucks have two product 
pumps and two hose reels. This arrangement springs 
from a policy, begun in 1949, of providing two 
separate pumping systems for trucks that haul both 
high- and low-flash products on the same load. 
Commission agents do most of that type of hauling. 


The typical commission agent serves both small- 
town and rural customers. He takes a combination 
load of heating oil and gasoline on every trip. 
Although he supplies his own chassis, the company 
provides him with a tank and pumping equipment, 
including meters and hose reels. Two complete sys- 
tems mean, of course, two of everything on each 
truck. 


Why Standard Uses Hydraulic 


When the company first began using two pump- 
ing systems, a mechanical-drive package was 
adopted. It consisted of a pair of pumps driven by 
two long flexible shafts from a power-take-off and 
of a pair of electric-rewind hose reels. 
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The mechanical-drive package was used until 
1956, but maintenance was a problem. Difficulties 
were compounded by the necessity of controlling 
maintenance costs of widely scattered vehicles and 
by the multiplicity of truck styles to which the 
pumping equipment had to be connected in the 
field. 

A survey showed five makes of trucks most 
popular among commission agents, with two or 
three models in each make. In addition, some 
models changed from year to year. Under those 
conditions it became difficult to get satisfactory 
application of a standardized mechanical drive to 
every chassis. 

For all of these reasons, Standard decided in 
1956 to substitute hydraulic power to drive the two 
product pumps and rewind the two hose reels. 
For this purpose, Ardmore Products designed a 
dual hydraulic pumping system built and shipped to 
the tank manufacturer as a complete package. 

In addition to the hydraulic-drive units, the 
Ardmore assembly includes two 2-in. Blackmer 
product pumps, two 1'%2-in. Neptune meters with 
special mounts, and two Ardmore hose reels. The 
assembled package is crated and shipped with a 
small case of miscellaneous parts. The tank manu- 
facturer mounts the assembly in the rear bucket 
box, installs the hydraulic control-valve and the 
short hydraulic hose. 

To date about 20% of the commission fleet 
has the hydraulic drive. A few changes have been 
made since the first systems went into service. The 





Equipment 
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principal change was an increase of 
some 20%-25% in pump pressure so 
as to deliver about 55 gpm. To pro- 
vide the extra power a larger hydrau- 
lic motor is now used. 


Two Advantages of Hydraulic 


Hydraulic-powered hose reels have 
two advantages over electric types: 

e They're quieter. That’s desirable 
when heating-oil deliveries are made 
at night in residential areas, a com- 


mon practice during the midwinter 
peak. 

e The variable-speed hydraulic re- 
wind, unlike the corstant-speed elec- 
tric rewind, is better able to cope with 
a long hose. Today there’s a marked 
trend to longer hoses. They’re needed 
for delivering fuel oil to the growing 
number of homes set on larger lots 
with the tank well back from the 
roadway. On the rewind there’s con- 
siderable drag with 175 ft. of hose on 
the ground. With a hydraulic system 


the operator has a control valve to 
adjust reel speed as needed. 

Less Maintenance—Experience with 
the hydraulic system in the past three 
years has been very satisfactory. 
Maintenance expense has been re- 
duced, and trucks have been laid up 
less. 

These gains have been realized de- 
spite the continuing trend to larger 
tanks and faster pumping. Additions 
to the fleet are now all in the 1,500- 
and 2,000-gal. sizes. 


New Lightweight LP-Gas Truck Tanks 


Tanks on Skelly Oil Co.'s new liquefied-petroleum-gas trucks carry 
2,600 gal., but weigh no more than 2,000 gal. tanks of old trucks 


FIVE NEW LP-gas tank-trucks re- 
cently put in service by Skelly Oil 
Co., cost $13,000 apiece, compared 
with $11,000 each for the trucks they 
replace. But Skelly expects a payout 
in two years. 

The main difference between the 
two tank-truck types is the tanks, 
although pump capacity has also been 
increased. The new 2,600-gal. truck 
tanks (supplied by Columbia) weigh 
no more than the 2,000-gal. tanks on 
the old trucks. That’s because they’re 
fabricated from SA-202 Grade “D” 
steel. They conform to the new 1959 
ASME code. Shell and head seams 


are X-rayed for 
ciency. 

The pumps turn out 70 gpm, com- 
pared with 38 gpm of the former 
equipment. The new pumps are 3-in. 
Viking L-200 propane units with a 
back-to-tank bypass. 

Deliveries flow through Neptune 
1%-in., No. 433 meters; 125 ft. of 
Hewitt twin LP-gas hose; and Hannay 
electric explosion-proof reels handling 
both liquid and vapor hose on the 
same reel. 

Two types of trucks carry the 
tanks: One is a White chassis with 
a 331-in. Reo engine; the other is 


100% joint effi- 


oe 


sehr ities PO parks OO, a 


an International R-185 with a 372-in. 
engine. Both engines are LPG, fac- 
tory equipped. 

With an increase in average pay- 
load from 1,700 gal. to 2,200 gal. 
(85% of capacity), plus faster pump- 
ing, Skelly estimates the new trucks 
will deliver up to 1,000 gal. of Skel- 
gas a day extra. 

With fewer return trips to the bulk 
plant and less time lost at the end of 
the day, Skelly figures on a 15% in- 
crease in the number of gallons de- 
livered per mile traveled. 

The resulting cut in delivery cost 
should add up to the two-year payout. 


Skelly’s new LPG truck with lightweight tank and faster pumps costs $2,000 more, but it’s expected to pay out in two years 
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DETROIT 
NEWSLETTER 


By DONALD MacDONALD 


Cadillac compact car? 
... Gull wings going... 
More aluminum engines 


BIGGEST NEWS for the coming 
year is “Project X,” a name used by 
Cadillac to designate a compact 
four-passenger sports hardtop due for 
introduction in the spring of 1961. 
The car will be similar to Ford’s 
Thunderbird in theme and size. Stand- 
ard Cadillacs will keep their fins, and 
again share a cowl structure common 
to all GM big cars. 

These bodies are all new in the 
technical sense, and will be distin- 
guished by near elimination of the 
annoying “dogleg” that interferes with 
access to the front seat. The latest 
body cycle is the last before GM goes 
to unitized construction in 1963. 


>The configuration of GM’s new 
crop of compacts, due late this sum- 
mer, has been pretty well established. 

Buick and Oldsmobile versions will 
share an aluminum-block V-8 mount- 
ed in front. 

Pontiac has settled on an OHP, in- 
line four inclined at a 45-deg. angle, 
located in front. This engine, of cast- 
iron construction and about 190-cu. 
in. displacement, is essentially half of 
the current V-8 used in bigger Pon- 
tiacs. 

Each of the three cars will adopt 
much of the existing Corvair body 
structure, but will be longer and 
higher to accommodate the front- 
mounted engines and driveshafts. 


Another big upheaval is taking 
shape in Dearborn where Fords are 
made. 

The Lincoln line for 1961 will be 
cut to the Continental. By 1963 at 
the latest, it will share T-bird tooling. 
The car then will be available in four- 
door sedan and convertible form. 

Standard 1961 Fords have been 
completely redesigned, but still look 
quite like the current model. Falcon 
and Comet will change grills only. 

By 1963 there will be a new and 
as yet unnamed car in the line. It will 


Automotive 


weight about 3,000 lb. Ford also is 
working on a front-wheel drive, 95-in. 
wheelbase car that will be powered 
by a V-4 engine. 

In the truck field, the company 
plans a 1961 line of slab-nosed vehi- 
cles very similar in shape and size to 
the present Volkswagen pickup and 
Microbus, These are in addition to 
the Falcon pickup. At the other ex- 
treme will be a giant diesel-powered 
Coe highway tractor that will raise 
Ford’s maximum GVW range to 60,- 
000 Ib. 





A CONSUMER 
ELECTRIC PUMP 


FOR ALL-’ROUND ECONOMY 
ANB PERFORMANCE 


Let new model 90’s all-’round economy and 
extraordinary performance bring more and 
more consumer account gallonage within 
profitable reach. 

The ruggedly handsome ‘‘90” Starliner 
. . iS lower in first cost . . . easier to han- 
dle and install . . . absolutely negligible to 
maintain and its fast 14 G.P.M. delivery of 
accurately metered product will more than 
please the most demanding user. 


. UNDERWRITERS’ APPROVED 
. ACCURATE MEASURE 


Corvair itself will introduce a rear- 
engined station wagon this summer 
and a complete line of similarly en- 
gineered compact trucks for the 1961 
model year. f 

Chrysler will coast with minor face- _— ome for 
lifts, as will Studebaker. For example, oe FARMS 
Valiant will change the shape of its FLEETS 
tail lights and drop the pseudo spare- 
tire mount on the rear deck. A two- INDUSTRY 

CONSTRUCTION... 


door hardtop will be added to this 
DISPENSING GASOLINE, DIESEL, KEROSENE, ETC. 


line. 
WILLIAM M. WILSON’S SONS, INC. 


Dodge will concentrate on Dart 
LANSDALE, PENNA. 


production, along with an elongated 
MANUFACTURERS OF GASBOYS, KEROBOYS, O/LBOYS AND ROTABOYS 


- DIRECT-DRIVE PUMPING UNIT 
. LOW VOLTAGE START 
FAST... 14 6.P.M. 


Valiant, probably to be called the 
Lancer. The big Dodge will be re- 
stricted to a single luxury model. 
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SALE. . . witn 


finer-flaked 
Du Pont dyes 


DuPont petroleum dyes provide sales appeal for your products more efficiently than ever before 


Research in color chemistry at 
Du Pont dates back to 1916. Since 
then, the merchandising appeal of 
color has been added to many 
Du Pont products . . . and through 
our technical services, to the prod- 
ucts of many, many other manufac- 
turers. 

Petroleum products are an exam- 
ple. Du Pont dyes have long added 
the magic of color to the merchan- 
dising, brand and grade identifica- 
tion of gasoline, lube and fuel oils, 
greases and kerosine. 

Today, refiners are better able to 
meet the critical uniformity and con- 
sistency requirements of colored pe- 
troleum products because these 
Du Pont dyes are now finer-flaked. 
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This form, the latest in many im- 
provements over early powdered 
dyes, dissolves more rapidly, is free- 
flowing and virtually dust-free. The 
refinery, therefore, can more easily 
supply the color your products re- 
quire. 

Your Du Pont Petroleum Chemi- 


cals Division representative can help 
you apply the benefits of our color 
research to your marketing opera- 
tion. Contact him at our nearest dis- 
trict office, or write: E. I. du Pont 
de Nemours & Co. (Inc.) , Petroleum 
Chemicals Division, Wilmington 98, 
Delaware. 
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WHAT’S 
NEW 
IN 
EQUIPMENT 





Refueler trucks 


. . . designed for jet service are offered 
by International Harvester. Features in- 
clude extra frame strength, heavy-duty 
brakes, oversized air tank, explosion- 
proof circuit breaker, protected drive- 
line, and relocated muffler and switches. 
For 4,400- to 8,000-gal. tanks. Inter- 
national Harvester Co., 180 N. Michi- 
gan Ave., Chicago 1, Ill. 


Valve housing 


. . . is said to permit full flow through 
Universal’s 205D check valve. The 205D 
was originally designed for gasoline 
pumps using Dresser fittings in the suc- 
tion line above ground. Valve and hous- 
ing available separately or as_ unit. 
Universal Valve Co., Box 444, Eliza- 
beth, NJ. 


Tire changer 


... Of original design introduced by May 
Brothers is an air-electric unit featuring 
double-disc action that loosens both beads 
at once, power turntable, built-in air 
hose, two simple controls on one side. 
May Bros. Mfg. Co. Inc., 21300 Eureka 
Rd., Taylor, Mich. 


P.T.O. pump 

. . « is a new self-priming centrifugal 
in capacities from 140 to 400 gpm, with 
3-in. suction and discharge. Meets larg- 
er-capacity needs for industrial and 
aircraft fuel deliveries. Single-saddle 
mounting, four-position gear box. The 
Gorman-Rupp Co., 305 Bowman St., 
Mansfield, Ohio. 


Meter counter 


. for unattended bulk-plant service 
can be furnished in multiples of two 
to six individually locked totalizers. 
Said to have built-in safeguards for both 
plant owner and customers. If desired, 
one counter can be mounted on top of 
another to provide as many as 12 total- 
izers. Ralph N. Brodie Co., San Leandro, 
Calif. 
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Expander tool 


. . . for muffler work is said to provide 
quick, accurate expansion of muffler nip- 
ples and pipes to make perfect, easy con- 
nections. Said to decrease labor cost of 
muffler installation. Will expand over 
two inches of the pipe end. The AP 
Parts Corp., Toledo 1, Ohio. 


Tilt-cab line 


. . by Diamond T, features fiber-glass 
cabs, said to be rustproof, safer, quieter, 
more comfortable, and 350 Ibs. lighter. 
New cabs are offered on three series 
of trucks with GVW ratings from 22.- 
000 Ibs. to 46,000 Ibs. Diamond T 
Motor Truck Co., 4401 W. 26th St., 
Chicago 23, Ill. 


Guaranteed nozzle 


. is a completely new, lightweight, 
automatic service-station nozzle. Called 
the Buckeye #100, it’s guaranteed for 
six months. Tapered design extends 
further into fillpipe for more positive 
automatic shutoff. Offered with or with- 
out plastic scuff guard and magnetic cap- 
holder. Buckeye Iron and Brass Works, 
Box 883, Dayton 1, Ohio. 
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INDIANA 


Gasboy' umes 


For every size consumer- 
commercial account. 


Allied Petroleum Equipment Corp. 
,210 North =, Street 





NEW JERSEY 





BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


LARGE SIZE 
10” x 12” 





EMPRO PRODUCTS CO. 


357 McLean Blvd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoin 
Neptune, Huffman, Goodrich, 
ee Oil, Hydraulic and Gas 

ose and Coupling Service 
SALES—-PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





PAUL WAGNER, INC. 
Petroleum Maintenance & Equipment Sales 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 0.P.W. 
Valves and Fittings, Gorman-Rupp, Fill-Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 
‘|Pumps & Meters and National Hose, Red Jacket Sub- 

mersible Pumps. 
211 eee | West, New Oxford, Pa. 
MAdison 4-4131 














E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 








Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 
Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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Equipment 


Towel dispenser 


. of the controlled-delivery type, is 
said to dispense only one towel at a time 
by pushing a large, rounded knob. Takes 
two sizes of Harcraft towels described 
as highly absorbent, with great wet- 
strength. International Paper Co. South- 
ern Kraft Div., New .York 17, N.Y. 


Can filler 


. . is a new 10-station, rotary, piston 
unit with a speed of 300 containers 
per minute with an accuracy of oth 
fluid ounces. Model RP-210 is said to 
be adjustable quickly to a variety of 
can heights and diameters. The Pfaudler 
Co., 1107 West Ave., Rochester, N.Y. 


Diesel Tandem Hauls 9,100 Gal. 


THE NEW DIAMOND T tanker- 
train added to the fleet of the Red 
Triangle Oil Co., Fresno, Calif., makes 
the 480-mile round trip between Los 
Angeles and Fresno with 4,100 gal. 
in the truck and 5,000 gal. in the full 


trailer. Aluminum is used for the 
radiator, frame cross-members, bump- 
er, hood, battery box, and fuel tanks. 


Specifications for Red Triangle in- 
clude: Cummins engine; Timken 
front axle; Spicer aluminum-case 
main and auxiliary transmissions; 
Hendrickson suspensions with alumi- 
num beams and saddles; Eaton-Hend- 
rickson tandem rear axle; Ross steer- 
ing gear; Bendix-Westinghouse full-air 
brakes. 
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Laboratory tested 
and field tested 
for Wheaton precision 
and performance 


Get tight, precision 
emergency venting 


This sturdy Wheaton Vent meets all the 
requirements of the A.P.I. Venting Guide 
for emergency pressure relief. Flanged 
base can be welded directly to tank, or 
bolted to a 20” A.P.I, Roof Manhead. 
Diaphragm seal in the cover insures posi- 
tive tightness, and safety cable prevents 
cover from leaving tank top if blown free. 
Pallet permits loadings of 1 0z./sq. inch; 
higher settings on specification. Entire 
cover can be quickly lifted off base, with- 
out unbolting or gasket replacement. 


diaphragm type 


Wheaton ~ 


BREATHER ZAK: 


with improved pallet. design 


his new Wheaton Breather Valve—thoroughly tested in the laboratory and “ 

in the field for high rate of flow and vapor-tight control of vacuum and 
presssure—can give your storage tanks the best in breather valve design... 
vapor conservation...weather protection...and ease of maintenance. 


These Features Assure High Flow — Durability —Easy Servicing 

1. Diaphragms for both pressure and vacuum pallets maintain tightness 
through a wide range of pressure and vacuum. 

2. Large areas of all flow spaces ensure maximum flow rates at relatively 
small pressure or vacuum beyond settings. 

3. All aluminum parts anodized in accordance with government specifica- 
tions, to minimize oxidation and corrosion. 

4. Vacuum and pressure pallets provide efficient drainage and resist 
freezing. 

5. Vent is completely hooded for weather protection. 

6. Clamp rings on the vacuum diaphragm make the valve easy to maintain. 


Wheaton Quality Control Throughout 
The T-1900 Breather Valve exemplifies the same exacting standard in 
material and workmanship that has been a Wheaton tradition for over six 
decades. Investigate today how it can help your storage tank operation — 
and at a saving. Send for details now. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


Foreign Manufacturers 


Emco Ltd., London, Ontario, Canada * Emco Brass Mfg. Co. Ltd., Margate "Sat England 
Emco G.M.B. H., Ty Germany « Liungmans, Malmo, 
Baza ., Buenos Aires, Argentina, S.A. 








Type T-1550 Water Drain Valve 





Type 
7-1695 


Ther- Type T-1700 
mometer Gauge 
Type T-1600 VY Hatch 

Automatic 
Tank Gauge 
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How ect made ground-refueling hose 
to meet toughest government specifications 


1. Developed a tube compound that can carry all aircraft 
fuels without showing appreciable signs of swelling or loss of 
adhesion to the carcass. A tube that withstands constant 
bending, twisting, and flexing without ply separation. Per- 
forms well in the range —40°F to +130°F. 


2. Developed a tube reinforcement that is lightweight for easy 
handling and storage, yet able to withstand extremely high 
pressure without bursting. Resists weather, mildew, rot, 
and oil. 


3. Developed an abrasion- and oil-resistant cover compound 
that protects the tube and reinforcement from damage when 
the hose is dragged over concrete aprons. 


4. Completely bonded all component parts by an exclusive 
process of curing and manufacturing to provide a ground- 
refueling hose that is not only strong and easy to handle, but 
the safest ever built. 


Get complete information on Thermoid-Quaker ground-refuel- 
ing hose from your local Thermoid industrial distributor, or 
write Thermoid Division, H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


THERMO/D DIVISION 


H.K.PORTER COMPANY, INC. 


Tank gage 


. is a combination of clear neoprene 
tubing and an aluminum stick marked 
off in feet and ifiches. Assembly is at- 
tached to tank by three cables and 
springs. Tube is tied into petroleum line 
outside the tank. Tank is gaged by open- 
ing gate valve. Liquid Gauge Co. Inc., 
2439 W. Sunshine, Springfield, Mo. 








YOU CAN WIN 


A $2300 ROUND TRIP 
TO RIO FOR TWO 





other valuable prizes 


Watch for the news about the 1960 


PUROLATOR 
142,000 





PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, 
electrical wire and cable, wiring systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and 
pipe fittings, roll formings and stampings, wire rope and strand. 





PRIZARAMA 
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Swivel-arm lift 


. called the Low-Wide Runway lift, 
is designed to accommodate all tread 
widths from 41 to 76 in. Runways are 
190 x 19%g% in.; over-all width is 77% 
in. Height to top of guide rail is 5 in. 
with lift fully retracted. Weaver Mfg. 
Co., Springfield, Ill. 


Transmission lift 


. . . by Weaver is a portable, light- 
weight, 1,000-lb unit for removing and 
servicing all types of passenger and light 
truck transmissions. Pedal-controlled 
ram leaves operator’s hands free. Table 
is fully rotating and tilts in all direc- 
tions. Weaver Manufacturing Co. (Di- 
vision of Dura Corp.) Springfield, Ill. 


Driveway signal 


. of new design, rings as soon as 
a car enters the station drive. Said to 
work efficiently with up to 300 ft. of 
hose. Tone control is easily adjusted to 
meet each station’s needs. Uses new- 
type vibrating solenoid plunger. All parts 
and control switch enclosed by bell on 
6'2x6-in. panel. Aro Equipment Corp., 
Bryan, Ohio. 





Lubricant pump 


. is said to dispense as much as 
400% more lubricant per minute than 
other models, at lower temperatures; and 
to have comparatively high-volume out- 
put at normal temperatures. Air valve 
has only two moving parts, actuated 
by exhaust air. Grover Mfg. Co., 850 
E. Valley Blvd., San Gabriel, Calif. 


Iignition-advance tester 


. . . Checks initial engine timing at 
idle, and electronically measures ad- 
vance at any engine speed. Combined 
with built-in timing light, permits all 
advance testing to be done on car with- 
out pulling distributor. Allen Electric 
and Equipment Co., 2101 N. Pitcher 
St., Kalamazoo, Mich. 


High Qual ity Meter 


for consumer products 





The tax man and plain good business 
practice are making meters essential 
on consumer equipment. The Tok- 
heim Series 697 meter is designed to 
fill this need. Of moderate cost, it is 
nevertheless of high quality; accurate 


Write for Literature 


General Products Division 


TOKHEIM CORPORATION 
Fort Wayne 1, Indiana 


1650 Wabash Ave. 
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Screw capper 


. for all sizes and types of caps 
and containers has automatic controls 
governing the entire capping cycle. Said 
to reduce operator fatigue by eliminat- 
ing from 1,500 to 3,000 hourly mo- 
tions. Output: 50 capped containers per 
minute. Scientific Filter Co., 57 Rose 
St., New York 38, N.Y. 


Oil-test kit 

. is said to test quickly and ac- 
curately for fuel dilution, water and 
antifreeze leakage, acidity, metal par- 
ticles, dirt, soot. Manufacturer claims 
an exclusive feature of kit, which does 
not use blotters, is ability to show 
definite amount of contaminants. The 
Gerin Corp., Avon, N.J. 





TOKHEIM 
SERIES 697 


For use with... 


e Portable Electric Pumps 
e Hand Pumps 
e Electric Cabinet Pumps 
e Gasoline-Powered Pumps 
e Gravity Tanks 


up to 15 gallons per minute, and 
capable of measuring 1,000,000 gal- 
lons of fuel. It will operate on’most 
any type of consumer dispenser. In- 
cludes register and totalizer. Labeled 
by Underwriters’ Laboratories. 


SYMBOL OF EXCELLENCE 





Subsidiaries: GenPro inc., Shelbyville, indiana; Tokheim of Canada, Ltd. 


JOKHE IM 


Toronto, Ontario; Tokheim international, A. G., Lucerne, Switzerland 
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Soot remover 

. is said to be easily sprayed into 
boiler areas impossible to reach by other 
methods. Liquid “Soot-Ban” lowers com- 
bustion point of the carbon so that it 
burns away rapidly when lit with paper 
torch. Parke-Hill Chemical Corp., 29 
Bertel Ave., Mt. Vernon, N.Y. 


Building panels 


. in a group'‘of factory-applied colors 
are offered in both aluminum and gal- 
vanized. The new finish, called Butler- 
Tone, is applied to Butler’s Monopanel, 
a double-faced, insulated panel; and cor- 
rugated, non insulated Butlerib. Butler 
Mfg. Co., 7400 E. 13th St., Kansas City 
26, Mo. 


Outdoor fixture 


. . . is a weatherproof fluorescent light 
especially designed for loading docks, 
tunnels, underpasses, areas under sheds, 
canopies, and cornices. Weatherproof 
housing of extruded aluminum channel 
has cast-aluminum end caps, gasketed 
joints, and shatterproof plastic lens. 
Crouse-Hinds Co., Syracuse 1, N.Y. 


Sight flow-gage 

. called the “See-Vac” can be in- 
stalled on any petroleum meter to en- 
able operator to see the product being 
delivered. Said to be easy to install 
and inexpensive. Patent applied for. 
Hallidie Machinery Co. Inc., 210 Hud- 
son St., Seattle 4, Wash. 





Graphited 


LOCK FLUID 


. 
os," . 
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BETWEEN WINTER...AND SUMMER 


LOCK-EASE’ 
NEVER STOPS SELLING! 


Stock It, Use It, Sell It 


For Year ‘Round Service and Profit 


Tired locks get no vacation! They must work 12 months a 
year in all weather—and often in spite of it. 


To keep locks working—free from winter frost and sum- 
mer dust—tell your customers about Lock-Ease, the colloi- 
dal graphited lock fluid. Lock-Ease is specially formulated 
to penetrate where ordinary graphite stops short. Lock- 
Ease flushes out dirt and grease; forms a protective film to 
shield out moisture that causes rust and freezing—protects 


against rust and dirt. 


Winter and summer—your customers will be glad you 
told them about nationally advertised Lock-Ease. 4-oz. 
dispenser 49¢. Ideai for shop use and re-sale! 


AMERICAN GREASE STICK COMPANY + Muskegon, Michigan 


Manufacturers of these other ‘Standards of the industry’ 


RUGLYDE DOOR-EASE® 


DOOR-EASE® PART EASE 


SIL-GLYDES 


Rubber Lubricant Stick Lubricant Dripless Oil Parting Fluid Lubricating Compound 





Literature ... 





Fire-control film 


. Shows how a blanket of soybean- 
extract foam suffocates a flammable- 
liquid fire, making it impossible to ignite 
equipment or spilled fuel covered with 
foam. R. J. Buchanan, manager special 
hazards, Automatic Sprinkler Corp. of 
America, Youngstown, Ohio. 


Diesel maintenance 


. . . is the subject of a new 24-page 
booklet titled “Ten Maintenance Steps.” 
Booklet consists of a series of short ex- 
planations of why each of the 10 steps 
increases equipment availability, reduces 
costs, and gives better performance. 
Sales Service Dept., Cummins Engine 
Co. Inc., Columbus, Ind. 


Filler bulletin 


. describes the Pfaudler 10-station 
piston filler designed to operate at speeds 
up to 300 containers per minute with 
an accuracy of 1/10th fluid ounce, plus 
or minus. Unit is adjustable through 
standard can-height range of 200 to 
700. The Pfaudler Co., 1113 West Ave., 
Rochester, N.Y. 


Porcelain panels 


. and their application are the sub- 
ject of a new 12-page catalog. The 
catalog features several new develop- 
ments in architectural porcelain-enamel 
panels. Includes illustrations, details, and 
specifications of entire line. Davidson 
Enamel Products Inc., 1104 E. Kibby 
St., Lima, Ohio. 


Equipment Suppliers . . . 





Union Carbide has designed a combi- 
nation display and dispensing unit that 
holds 300 miniature automotive and ma- 
rine lamps in gravity-feed tubes. The 
clear-plastic tubes form a compact wall 
unit that consolidates lamp stocks and 
provides easy inventory control. 
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Fram Corp. has distributed 200,000 
1960 sales and service promotion kits, 
including a new speedy replacement- 
cartridge selector chart. At the same 
time, Fram is offering dealers a basic 
stock package of six air-filter cartridges 
in a display rack for $13.75, and a fuel- 
filter package of six filters in a counter 
merchandiser for $6.60. 

° 


U. S. Rubber is running a giant prize 
drawing for consumers ending June 15. 
Called a $100,000 Fishing Sweepstakes, 
the list of prizes is headed by 24 seven- 
day fishing trips to any one of seven dis- 
tant spots, including two in Alaska and 
two in Central America. The 210 addi- 
tional prizes include outboards and other 
sporting goods. 

* 

Goodyear now sells tires in California 
that are different from those it sells 
elsewhere. To cope with California ozone 
concentrations, all Goodyear tires made 
for sale in that state now contain a 
chemical formula called “Compound 
791,” said to combat the checking and 
cracking effects of ozone. 

° 


Petroleum Packaging Corp. is the name 
of a new organization formed in St. Paul, 
Minn. Tankage and a_ 100,000-sq.-ft. 
plant are located on a 6.5-acre site with 
trackage to accommodate 100 tank cars. 
The company also plans to install a mod- 
ern grease-manufacturing facility and to 
offer the services of a large research 
and technical staff. 

* 


Dill Manufacturing Co. is offering a 
bonus-package of Dillectric tire and tube 
patches. A seven-can assortment, at the 
regular 6-can price, includes three cans 
of small diamond patches, plus two cans 
of large diamond patches for standard 
tube repair, along with two cans of 
nylon-reinforced patches for tubeless 
tires. 


Profitable Areas Open for Distributors 


The Complete 





TRANSFER 
PUMPS 
Quart Stroke 
One Gal. Stroke 


Rotary Pumps 
Tank or Pedestal 
Mounting 


unin an The GILSEN Line 


7he GILSEN COMPANY, Yue. 


3200 West 22nd Street + Erie, Pa. 





Dayton Rubber Co. has agreed to 
buy the assets of Metal Hose and Tub- 
ing Co., Dover, N.J., and plans to op- 
erate it as an autonomous subsidiary. 
Metal Hose makes the National brand 
of reinforced rubber hose for service- 
station pumps and other petroleum ap- 
plications, together with a line of re- 
usable fittings. 

* 

Tyrex, Inc. has a heavy saturation 
campaign going for Tyrex cord in the 
country’s automobile and tire capitals, 
Detroit and Akron. Outdoor posters use 
radiant lettering for quick repetition of 
reason-why messages. 


U.S. Patent No. 2,815,767 


HYDRAULIC 
DRIVE 
SYSTEMS 


for product pump 
and hose reel drive 


You can increase delivery speed 
as much as 30% when you 
install an Ardmore Hydraulic 
Drive System instead of 
mechanical drive. Proved on 
hundreds of installations. 
Ardmore Hydraulic Drive is 
virtually maintenance free since 
the system is self-lubricating 
and because of exclusive 
Ardmore zero-pressure idling 
by-pass design. Hydraulic drive 
in the reel compartment provides 
maximum safety in handling 
volatile liquids. 100% guaran- 
teed for performance when 
installed to Ardmore specifica- 
tions. For every delivery truck 
and transport n .. . for fuel 
oil, diesel fuel, aviation gasoline 
and related liquids. Write for 
complete information. 


ARDMORE PRODUCTS 
1835 SHERMER RD. ¢ NORTHBROOK, ILL. 


Eastern Office 
612 Commerce Road, Linden, N.J. 
International Sales and Service 
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Avoncraft has entered the export field 
with its all-porcelain, prefabricated serv- 
ice stations. The first unit, a Texaco sta- 
tion, is being shipped to the Gar W. Yates 
Co., a distributor in San Juan, Puerto 
Rico. 


> 

A new firm, Vulcan-Associated Con- 
tainer Companies Inc., is the outgrowth 
of a merger of seven drum and pail 
manufacturers, chiefly Vulcan Containers 
Inc., Bellwood, Ill., and Vulcan Steel 
Container Co., Birmingham, Ala. Other 
subsidiaries are located in Dallas, To- 
ronto, Vancouver, San Leandro, Calif., 
and Peabody, Mass. 


¢ faster delivery 
e less maintenance 


e greater safety 








“WILL CALLS” 
CAN BE 

| CONVERTED TO 

AUTOMATIC DELIVERY 


New low cost Fuel Use 
Computer proved to be 
great salesman by 
enterprising oil dealer 


This new low cost Fuel Use 
Computer . . . which helps 
you estimate fuel use at a 
glance. . . has been success- 
fully used by an enterpris- 
ing dealer as a means for 
converting die hard “‘will 





call” customers to automatic delivery. 
He’d found the major reason for their refusal to 

convert to be fear that their needs would not be adequately 

anticipated . . . that they’d run short of fuel during a cold spell. He 
eliminated this fear by explaining how the Fuel Use Computer enabled 
him to estimate their reserve exactly .. . built their confidence... and 
converted most of his list to automatic delivery. Result: maximum profit 
out of the use of his trucks through scheduled trips. 

You can convert your “will calls”, too . . . and we'll help you do it. 
For detailed information, just fill out the attached coupon and return 
it to us today. 

How The Fuel Use Computer Works 

A rugged measuring unit . . . easily attached to your roof . . . continuously 
relays the weather to a compact computer on your desk. This computer 
converts the information into average fuel use at any time. . . and gives 
you the information on four direct reading registers. It indicates fuel oil 
use both for customers who combine house and hot water heating and 
those who heat house only. It’s safe, entails far less clerical work, eliminates 
degree day calculating, and allows use of your present card system. And 
it can be used to convert “‘will calls” to automatic deliveries. Fill out 
the coupon now, 


HRB-SINGER, INC. 


A SUBSIDIARY OF THE SINGER MANUFACTURING COMPANY 
90 Schureman Street, New Brunswick, N. J. 


HRB-SINGER, INC. PN-5 
90 Schureman St., New Brunswick, N. J. 


Please send detailed information on how to promote the Fuel 
Use Computer to convert “‘will calls” to automatic delivery. 


Name 








Company 
Street 

City. 
State 
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Equipment People .. . 





Wilson M. Milli- 
gan has been pro- 
moted to man- 
ager of Granco 
sales and service 
operations for the 
entire territory 
east of the Missis- 
sippi. He was in 
charge of East 

- Coast sales for the 

s Granberg firm 

Milliga prior to its recent 

acquisition by the 

American Meter 

Co. The Eastern office of Granberg 

Corp. is at 489 5th Ave., New York 17, 
N.Y. 


Robert W. Hoff- 
man has_ been 
named to the 
newly created post 
of technical service 
representative at 
Vulcan Containers 
Inc., Bellwood, Iil. 
He was previously 
plant superintend- 
ent at Flint Ink 
Corp., Broadview, 
Ill. He is a mem- 
ber of the Packag- 

ing Institute and the Federated Paint, 
Varnish and Lacquer clubs. 
& 


J. David War- 
field has been 
named manager of 
marketing for 
Veeder-Root Inc. 
Warfield joins 
Veeder-Root from 
the Delta Star 
Electric Div. of 
H. K. Porter Co. in 
Chicago, where he 
was also marketing 
manager. Before 
that he was con- 

sultant for such companies as Dresser 
Industries and Equity Corp., and for 16 
years was with Westinghouse Electric at 
Pittsburgh, most recently as manager of 
the hydraulic drives department. 

& 


J. F. Powers Jr., has been elected vice 
president and sales manager of Chiksan 
Co. Powers joined the Chiksan sales de- 
partment in 1951 and became eastern 
regional sales manager in 1958. He has 
moved from Chiksan’s eastern office in 
Newark to Brea, Cal., where the firm’s 
headquarters are located. 

* 


William A. Sullender is now general 
manager of distribution for American Oil 
Co. He assumes direction of the com- 
pany’s 14 deepwater terminals, three 
river asphalt terminals and more than 
50 other barge and pipe-line terminals. 
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WHAT’S 
NEW 
IN 
TBA 





Brake bleeder 


. . for one-man operation, has 36-in. 


Outboard line 


. . . consists of four models, ranging 
from 2 hp at $125 up to 40 hp at $625. 
All carry a 12-month guarantee covering 
both labor and parts. Controls are 
grouped at front panel. Firestone Tire & 
Rubber Co., Akron, Ohio. 


Tires-Batteries-Accessories 





Tail-gate shade 


. . . for station wagons is of the swing 
type allowing free operation of the tail 
gate and window. Can be swung up 
against the overhead when the tail-gate 
opening is needed and into the down 
position for shade. Mitchell Manufactur- 
ing Co., Fort Smith, Ark. 


Power-steering kit 


. . contains a coil of hose with an 
assortment of reusable fittings to make 
hydraulic pressure and return lines. Kit 
takes place of extensive inventory of 
factory-made hose lines. Illustrated in- 
structions on inside cover. Aroquip Corp., 
Jackson, Mich., and 287 Bridgeland Ave., 
Toronto 19, Ont. 


Tube repair fluid 


. . . prepares tubes for patching without 
rasping or buffing. Called “Rub’r Scrub- 
ber,” the new product can be applied as 
a spray from an aerosol can or from a 
cloth dampened with the liquid com- 
pound. Gross Manufacturing Co., 1711 
S. California St., Monrovia, Cal. 


hose with shut-off valve; combination 
handle and filler-plug. Universal adapter 
and special adapter fits Chrysler products 
and other late-model cars with the larger 
opening in the master cylinder. Plews 
Oiler Inc., 701 S. 7th St., Minneapolis 15, 
Minn. 


Trailer mirror 


. . . has a double-extending arm with a 
maximum reach of 24% in., for use in 
connection with house, boat, and truck 
trailers. Clamps or bolts to metal and 
wood car and cab bodies. Total weight, 
one pound, including optional brace. 
Supersite Corp., 306 Seymour Ave., 
Derby, Conn. 


Seal display 


. . is also said to provide a less-confus- 
ing oil-seal inventory. New packages of 
only a single seal instead of the former 
pair give better protection and avoid 
counting problems of broken, half-filled 
boxes. Chicago Rawhide Mfg. Co., 1301 
Elston Ave., Chicago 22, Ill. 


Oil-seal tool 


. is said to be the only universal- 
installation tool for rear-axle housings. 
Centering-one positions seal; mallet-taps 
at tool-end seat it snugly, without dam- 
age. Tool is also used for inserting front 
oil seals. Chicago Rawhide Mfg. Co., 
1301 Elston Ave., Chicago 22, Ill. 


Filter Salesmen Study Market 


SOME IDEA of how much a typical TBA manufacturer helps oil marketers can 
be seen in the way Fram Corp. lays out its sales training course. An elaborate 
month-long affair, Fram finds it necessary to allot fully 50% of the time to filter 
applications, interchangeability and related product characteristics. It takes that 
long to cover all the sizes and styles of oil, air, fuel and water filters on every 
car model. Oil men have to keep their dealers informed and they look to the 
TBA manufacturer for expert assistance. 

Fram also believes that the way to more filter sales is two-way education of 
dealers: on the function a filter performs in the car, and on which filter fits 
which car and how to install it. 


Fuel line 


. assembly kit contains 25 ft. of %4-, 
54,-, and %-in. neoprene fuel-line hose 
in dispensing-type boxes with scale mark- 
ings for easy measurement. Also includes 
17 sizes of brass fittings and hose clamps. 
Dorman Products Inc., 5757 Mariemont 
Ave., Cincinnati 27, Ohio. 
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Here's a new way to sell tires... at a profit) 


@eoeeeseeereeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeseeeseeeeeeeeese 


FABULOUS 
FISHING TRIP 
SWEEPSTAKES! 





SSsttee 
Se eas 


ee te om . 
Satins econ pee oe pares: Fale Pe 
‘io cae eee, erating 8 


atgarmse act oro 7 
hod there ave 710 eidinccnl pris ft Deus evo oe 

waters of the grees new VX say Pi om 

THe THat forse GET TIREDE ac wan 
Go get ins pean cers tony, Neaelning 6 HAF 








24 Free Fishing Vacations plus 210 other great sportsmen’s 
prizes to win new friends for dealers and 


“THE TIRE THAT DOESN'T GET TIRED!” 


The nation’s 36 million fishermen are among the very best 
potential customers you have. They’re men who drive more, 
spend more. And our aim is to get them talking about U.S. 
Royal. We’re doing this...and helping to bring them your 
way, with national promotions like this one in the big Out- 
door and Men’s magazines. Backed by local newspaper, 
radio, TV and publicity, these promotions create excitement 
and attention. 

U.S. Royal has brought you the most advanced tire of our 
time, “The tire that doesn’t get tired.’ And the fabulous 
fishing sweepstakes is just one more way U.S. Royal is going 
all out to help dealers sell it. No wonder they’re saying... 


Great things are happening at U.S. ROYAL 


"US" HELPS YOU SELL ACCESSORIES AT A PROFIT, TOO! 
Stations get only the proud- 
EVEREADY | est names in accessories 
under the “U.S.” plan. In- 
S cluding exclusive new AIR 


GUARD puncture seal that 

Xs can be installed at the rate 
of 10 minutes per tire—and 
at a $1.55 profit on a 40¢ 
investment! 











U.S. ROYAL TIRES 


US United States Rubber 


Rockefeller Center, New York 20,N. Y. 
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Upholstery cleaner 


. . - in an aerosol container has been 
added to the Du Pont No. 7 line. Called 
Jet Clene, it’s a foamy cleaner said to 
look and behave much like shaving lather. 
Suitable for use on vinyl, leather, pile 
fabric, and plastic upholstery. E. J. du 
Pont de Nemours & Co., Wilmington, 
Del. 


TBA Literature .. . 





Power-steering manual 


. gives tips on diagnosing and correct- 
ing common troubles with particular em- 
phasis on the maintenance and replace- 
ment of power-steering lines. Part of 
booklet is devoted to flexible fuel lines, 
fittings, and tubing jobs in general. Jm- 
perial Brass Mfg. Co., 6300 W. Howard 
St., Chicago 48, Iil. 


Tire-valve wall chart 


. covers valves for tubeless tires used 
on 67 models of 18 major American 
cars and 28 models of 12 popular for- 
eign makes. Gives wheel and tire sizes 
and recommended tire pressures to- 
gether with pictures of replacement 
valves. Dill Mfg. Co., 700 E. 82nd St., 
Cleveland 3, Ohio. 





YOU CAN WIN 


A $2200 LARK SEDAN 
BY STUDEBAKER 


or one of over 2400 
other valuable prizes 


Watch for the news about the 1960 


PUROLATOR 
42,000 


PRIZARAMA 





TBA Suppliers . . . 





Prestone has engineered a series of 
contests among women’s organizations. 
Contestants are scored on answers to 
a 100-question examination covering 
knowledge of cars, driving rules and 
road courtesy practices. 


A Belgian petroleum marketer is look- 
ing for merchandise it can sell at 850 
gasoline outlets. Trading S.A.N.V., Fr. 
Rooseveltplaats, 1, Antwerp, Belgium, is 
sending a representative to this country 
in May to line up sources of supply. 


Tires-Batteries-Accessories 





TBA People .. . 


R. L. McDonald has been named 
sales manager of Christie Electric Corp., 
Los Angeles manufacturer of battery 
chargers and testers. With Christie for 
the past 15 years, McDonald has spe- 
cialized in the automotive field. 


Edward E. McKeever has been named 
Eastern regional manager for Electric 
Autolite’s replacement sales division, with 
headquarters in Newark, N.J. McKeever 
joined Autolite in 1948 as a territory 
representative in Newark. 











2000 
HOURS 


BONE @ 
DRY * 


Blackmer Pump passes toughest test 


When a customer asked us how well our pumps would wear, 

we had these facts to tell. In one of the toughest pumping tests ever 
devised, a 2-inch Blackmer pump was driven at top speed for 

2000 hours, running absolutely bone dry. Vane wear was detectable 


only with a micrometer . . 


. proof positive Blackmer 


pumps can take it. And, even when vanes do show wear after 
years of use, they are easily and inexpensively replaced. 
Aren’t these a couple of good reasons why you should use 
Blackmer pumps? Write for Bulletin One. 


rotary pumps 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under ‘Pumps’ in the Yellow Pages 
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ine thrifty 
MARKETOR 


FOR PROGRESSIVE MARKETERS 


Bowser single pumps and remote system pedestals, 
and twin single or two-product pumps and pedestals occupy minimum 


island space. With the modern 48-inch low silhouette and low cost, Bowser 


equipment encourages new, functionally correct, brand-image 
building concepts for progress in marketing 


for the sixties. 


= 


te 


BOWS ER I 


MARKETING 


N C. 


DIVISION, FORT WAYNE, INDIANA 








WHAT’S 
NEW 
IN 
PREMIUMS 





SIMULATED PEARLS with rhinestone clasp 
come mounted in a satin-lined, velvet- 
covered box. Delivery takes approxima- 
tely two weeks after receipt of the or- 
der. Price is $18 per dozen. Central 
Novelty Co., 1 Washington Ave., Provi- 
dence 5, R. I. 


THERMAL MASSAGE PAD has a control 
that offers eight combinations of heat 
and massage. Cover is washable simu- 
lated leather. Guaranteed for one year. 
it measures 22x13x2 in. Cost: $19.95 
(lower on high-quantity orders). Casco 
Products Corp., Bridgeport 2, Conn. 


COFFEE SERVER can be used for two cups 
of coffee, hot syrup, sauces, or gravy. 
Heat-resistant glass is banded with 22- 
carat gold. Tight seal is provided by 
hinged black plastic cover. Bulk price, 
84¢ each. Club Aluminum Products Co., 
825 26th St., La Grange Park, Ill. 


BRIDGE TABLE is all wood with a ma- 
hogany finish. Top is decorated in col- 
ored “grain” that is moistureproof. Table 
measures 30x30x26% in. Ordered in 
quantity, tables cost $2.70 each. Bridge 
Tables and Novelties Inc., 90 Rogers St., 
Lowell, Mass. 


LICENSES for back seat drivers make an 
unusual and inexpensive giveaway. Sup- 
plier furnishes 1,000 licenses with win- 
dow or parking-lot posters for $2.95. 
Back of license is used for sales message. 
Supplier offers free initial trial. Henry 
Phillips Co., Barryton, Mich. 


May, 1960 + NATIONAL PETROLEUM NEWS 


Premiums 


PHOTO-ETCHED LIGHTERS carry sales mes- 
sages, photos of stations, or other im- 
pressions. Knives may also be etched. 
Prices begin at 75¢ apiece when ordered 
in 5,000 lots. Price depends on etching. 
Brian Advertising Specialty Co., 203 W. 
37th St., New York City 18, N. Y. 


BICYCLE LICENSE PLATES attract the small 
fry. Seven letters can be stamped into 
the 7x2%-in. plates. Supplier will handle 
mailing, printing, etc., at a unit cost of 
25¢ each when ordered in quantity. 
Berger Products Co., 628 Race St., Phila- 
delphia 6, Pa. 


FLASHING LANTERN has a wide variety 
of uses. One end is a flashing red light. 
The other is a white work light. The 
work light is detachable. Price (without 
batteries) is $3.50 each when ordered 
in quantity. Cable Electric Products Inc., 
234 Daboll St., Providence 7, R.1. 
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Premiums 


FROSTED-FINISH GLASSES are decorated 
with ce'ored imprints of antique auto- 
mobiles. The 16-oz. glasses make a good 
summer premium. They are trimmed 
with 24-carat gold. Supplier also offers 
promotional assistance. Price runs about 
14¢ per glass. Anchor Hocking Glass 
Corp., Lancaster, Ohio. 


LAUNDRY BASKETS are handwoven in 
Mexico. Delivered packed in matting, 
each basket is 14 in. high with a dia- 
meter of 18 in. at the top. Packed twelve 
to a carton, baskets cost 60¢ each. Lower 
prices are offered on quantity orders. 
Pan American Import Co., Southland 
Hotel, Dallas, Tex. 





AGAIN IN 1960... 


building more and greater 
outdoor signs for America’s 


leading marketers 


Knoxville 


ee 
ERReE inc. 


Tennessee 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 








HAVE TOMORROW’S STATION TODAY WITH 


“GASILE’”’ 


STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767,626) 


WRITE FOR INFORMATION OR PRICES 


re 


Ww. B. GOODE COMPANY, INC. 
PHONE ELGIN 3-556! + 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 
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CERAMIC SET decorated with antique 
cars in full color comes in a gift box. 
Set consists of a 6-in. tile and salt and 
pepper shakers. Other designs include 
fish, game birds, or dogs. Unit price in 
order of 100: $4.75. Advertiser's Pub- 
lishing Co., 944 Wall St., Ann Arbor, 
Mich. 


ICE-CREAM SPADE makes a good sum- 
mer premium. Blade is of cast alumi- 
num with sharp edges. Unbreakable 
handle is pierced for ring hook. Unit 
price is 40¢ on quantity orders. Burns 
Manufacturing Co., 1208 E. Water St., 
Syracuse, N.Y. 


KITCHEN TOOL SET includes rack, spoon, 
strainer, fork, ladle, two spatulas. Wood- 
en handles are copper colored. Boxed, 
the sets may be ordered in lots of 100 
or more. Unit price on bulk orders is 
$1.49. Lifetime Cutlery Corp., 54 Knick- 
erbocker Ave., Brooklyn 37, N.Y. 
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Your Guide to the Market 





MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND @ MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 


This Month's Highlights 


Supply and Demand: The jet age has put new life into oil’s venerable refinery 
product, kerosine. Total demand for this product may reach 170-million bbl. in 
1960, most supplied by U.S. refineries 


Market Outlook: Are the three-grade gasoline marketers finally tying into the 
two-grade marketers, after five years of side-by-side peace? The 1960 motoring 
season promises to provide some answers 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find 
this data: 


TREND ANALYSIS PRICE INFORMATION 
Market barometer 


Refinery/terminal prices 


Tank-wagon prices 
Prices in 55 cities 
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Petroleum Indicators 








STOCKS NPN PRICE AVERAGES* 
geek YEAR ACO | | APR 8 Refinery/Terminal 
pe Toe oe 


" (¢ per gal.) 
220-4 


me | April March April 
1960+ 1960 1959 

180-F * Gasoline 
GASOLINE (regular) 11.35 11.39 11.91 


eon Kerosine 10.87 11.01 11.61 
140~ Distillate 8.49 8.62 9.69 
120- DISTILLATE * Residual 461 455 4,86 
4 principal 

products 8.87 890 9.45 
Lube oil 23.14 23.14 21.53 
Crude at well 
- ($per bbl.) 2.87 2.88 2.92 


Pasa asaage aeaee PRM IEOO Onwmens, , 
bee "cease 

RESIDUAL * He *Weighted average price, princi- 
- pal markets. Crude prices middle 

ies Came Be oF of month, not monthly average. 

O° 3 Ff Peewee Through April 15. 
958 1959 1959 1960 
* Hawaii included from March °60 on. 


MONTHLY SUPPLY TRENDS 


Primary stocks (Last Day)* April 19607 March 1960 April 1959 
Finished and unfinished gasoline (thous. bbl.) 224,995 225,651 210,395 
Meromne (thous. DOL i i oe bk. eo ees goed cues x 18,221 17,618 21,003 
Distillate fuel oil (thous. bbl.) +7 74,419 75,533 86,222 
Residual fuel oil (thous. bbl.) tt 39,373 39,218 53,327 
Crude oil—B. of M. (thous. bbl.) 256,173 258,042 257,564 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 8,020 7,880 7,866 
Foreign crude included (thous. bbl. daily) 898 931 797. 
% of refinery capacity operated 82.2 80.7 81.5 


Refinery Output 
Gasoline (thous. bbl. daily) 4,084 3,986 3,937 
Kerosine (thous. bbl. daily) 388 356 276 
Distillate fuel oil (thous, bbl. daily) 1,814 1,805 1,739 
Residual fuel oil (thous. bbl. daily) 986 1,029 937 


Crade Supply 
U. S. crude oil production (thous. bbl. daily) 7,044 7,104 7,256 
Crude oil imports (thous. bbl. daily) ................- ; 788 939 742 


*Hawaii included beginning March 1960. 
tThrough April 8. 
**Includes commercial jet fuel beginning March 1960. 
TtIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY DEMAND TRENDS 
Latest Month 


Exports of crude and refined products (thous. bbl.) 5,998 (Jan.) 
Average station gasoline price, ex tax (¢ per gal.) 20.10 (April) 
Service station sales—all commodities ($-million) 1,369 (March) 
{Gasoline consumption (million gal.) 4,878 (Nov.) 
Passenger cars—domestic shipments (thous.) 661 (Jan.) 
Trucks and buses—domestic shipments (thous.) 97 (Jan.) 
Passenger car replacement tire shipments (thous.) 5,257 (Feb.) 
Replacement battery shipments (thous.) 1,866 (Jan.) 
Oil burner shipments (thous.) 


tExcludes Alaska. 
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Supply and Demand 





The Comeback for Kerosine 


The jet age has put new life into 
oil's venerable refinery product 


HE FAST-GROWING demand for jet fuels is 

reviving the market for kerosine. Used 100 
years ago as lamp oil, kerosine is the oldest of the 
high-volume refinery products. 

Even with modest declines in some of the estab- 
lished uses for kerosine, total demand for this prod- 
uct may reach 170-million dbl. in 1960. Most will 
be supplied by U. S. refineries. Demand for com- 
mercial jet fuels (all kerosine) may reach 36- 
million bbl. in 1960. Of the 124-million bbl. of 
military jet fuels currently required, about 21% 
(26-million bbl.) is kerosine. 

Kerosine’s new status as a major refinery product 
is recognized by the two agencies that report re- 
finery supply-and-demand data. The American 
Petroleum Institute is now including in its weekly 
report on kerosine output by refineries the volume 
used as commercial jet fuel. The Bureau of Mines 
reportedly will include commercial jet fuels in its 
monthly report on kerosine supply and demand. 
The volume of kerosine used as a component of 
military jet fuels will be reported separately as 
at present. 

Some years ahead refiners may be faced with the 
problem of adjusting their plant operations to ob- 
tain a larger output of kerosine. This product has 
always been made from straight-run fractions of 
selected crudes by fractional distillation. As the 
demand for gasoline and other products has in- 
creased over the years, the proportion of kerosine 
manufactured has declined. In 1959 only 3.8% of 
crude processed was kerosine, compared with 6% 
20 years ago. 

The refinery output of kerosine can be increased 
(1) by selecting more crudes high in kerosine 
fractions, (2) by using modern treating and sulfur- 
removal techniques to make kerosines from other 
crudes, and (3) by adjusting operations in in- 





Average Properties of Commercial Jet Fuels 
Sold in the U.S. in 1959* 
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14.0 
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* From Bureau of Mines’ Survey of Aviation Fuel, 1959. 
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dividual refineries to increase the output of this 
product. Authorities see no problem for refiners 
in meeting the forecast requirements. 

While the requirements for Kerosine jet fuels 
are increasing rapidly, the demand for kerosine for 
other uses is expected to decline. For example, 
sales of kerosine as No. 1 grade distillate heating 
oil have been dropping the past few years due to 
the competition of natural gas and to the greater 
use of the No. 2 grade fuel. Sales of kerosine as 
farm-tractor fuel and illuminating oil are falling. 

The demand for kerosine for commercial jet 
fuel is new to refiners. It arose when the airlines 
started tr use turbojet and turboprop aircraft en- 
gines in place of reciprocating engines. The fuel- 
property requirements of commercial jets can be 
satisfied entirely by kerosine (see table below left). 

The first consumption reported on jet fuels by 
the commercial airlines in the U. S. was 45,000 
bbl. in 1955. In 1956 it had grown to 800,000 bbl. 
In 1959 it was between 14-million and 15-million 
bbl. The forecast 1960 demand is 36-million bbl. 
By 1962 this demand may reach 70-million bbl. 
Then it’s expected to level off as new purchases of 
gas-turbine aircraft level off. 

Military demand for jet fuels was only 3.5- 
million bbl. in 1950. By 1955 it was over 65- 
million bbl., and by 1959 it had grown to 104- 
million bbl. 

The five grades of military jet fuels call for 
wider-cut products than the commercial jet fuels. 
As reported by the Bureau of Mines, military jet 
fuels are. composed of 69% gasoline, 21% kero- 
sine, and 10% distillates. Some authorities believe 
future demand will call for larger proportions Qs 
kerosine in the military jet fuels. 





Market Outlook 





After Five Years of Peace...? 


questions the trade is asking at the start of the 1960 motoring season. This was 
to be a summer that would make up for some rather poorish ones. Now, the 
trade is not so sure. 

‘The two-graders, major and independent brands alike, feel they are being shot 
at from two directions. Gulf Oil matched the two-graders’ premium gasoline on 
octane and then moved up to price parity. This, in itself, is all right with two 
graders, but Gulf’s top premium, only 2¢ higher, was supplemented by a heavy 
advertising program telling drivers to use a tankful every 1,000 miles. 

But there can be no heavier weight tossed into any market than a price cut. 
With Esso Standard’s 1¢ cut on its Golden Esso Extra, the two-grader sees this 
as the biggest threat to his gallonage. Esso brackets the two-grader’s premium 
gasoline by being 1¢ under with its middle-grade premium gasoline and only 1¢ 
over with its top grade. And the speed with which Esso went from a local test 
to a marketwide policy of a 1¢ superpremium cut indicates that the sales of 
premium must have zoomed. 

This can well be a summer of retail upset, as pricing theories are put to the test. 
Despite all assurances and words to the contrary, Esso’s route to upgrade public 
buying habits does reflect and admit that the motorist is price conscious in making 
his gasoline purchases. Having found this out, refiners now are in an area that 
the private-brand operator has claimed for himself all along. And the private- 
brander is sitting on the sidelines at the start of May, watchful, knowing full 
well that he isn’t going to lose many gallons no matter what happens. 


Virginia Gets Four Grades of Gasoline 


A three-grade major supplier once again is marketing a fourth grade of gasoline 
in some weak price areas of Virginia. The company’s fourth grade is about 89 
octane, somewhat below average for the East Coast. This fourth-pump operation 
is being tried out currently in the Fredricksburg-Ladysmith areas. The same 
marketer went to four grades of gasoline for awhile in the Roanoke-Portsmouth 
area about two years ago. 


Key Crude Oil Prices ts of Apri 15) NPN Gasoline Index 
United States 


Dealer T.W. Tank Car 
California 
Wilmington, 31 gravity ; (cents per gal.) 
Texas 12.30 

West Texas sour, 36 gravity ...... 2.79-2.83 m . 
gage rer oak: eh aoaiae sesaanr 16.66 12.46 
ahoma sw gravity ....... . 
Williston Basin 16.13 12.77 
North Dakota, 36 gravity ......... 2.47-2.87 


Pennsylvania Dealer index is an average of dealer tank wagon 
Bradford, flat 3 


Canada 
Alberta 
Pembina, flat 
Venezuela 
Sere heavy, FOB Las Piedras, 
Ri k's 4.0 80's gms GES 1.80-1.88 
Middle 


‘East 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity 


prices ex tax in 50 cities. 


Tank car Index is weighted average of following 
wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 
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Market Barometer 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


120 12.0 REGULAR GRADE 





11.0 11.0 
10.0 10.0 

9.0 9.0 
8.0 8.0 
7.0 7.0 
6.0 
5.0 5.0 


4.0 40 


6.0 


CENTS PER GALLON 


CENTS PER GALLON 


3.0 : 3.0 


YEAR 51 53 55 57 59 JFMAMJJASOND YEAR 51 53. 55 57 597 JFMAMJJASOND 
1960 1960 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


4.60 
440 
4.20 
4.00 
3.80 
3.60 
3.40 
3.20 
3.00 
2.80 
2.60 


DOLLARS PER BARREL 
DOLLARS PER BARREL 


2.40 


1.40 
1.20 1.20 
1.00 1.00 
80 80 
60 60 
YGAR St 53.55 57:59 JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 1960 
Average prices for crude oil, and four cag 1 refined Average prices for crude oil, and four principal refined 


ucts (gasoline, kerosine, li ht fuel, heavy 7 ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude ucing areas, east of California, markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





Al} prices are supplied by Platt’s Oilgram Price 
Service, NPN’s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
April 18. Last previous listing: March 16. 


Motor Gasoline 


Guif Ceast Cargoes— 

100 oct. prem... ..12-13.75 

99 oct. prem,. .. .11.875-13.25 

98 oct. prem... ..11,75-12.75 
++ -11.625-12,625 
oeee Lh. 5-12.25 


1 2-9.625-10.375 
oct. reg... .... 9.375-10.125 
70-72 oct. M.....9.25-10 


13.3V-18.2 
Reg. grade 10.8V~-15.7 


Bufialo, N. Y. 
98 oct. prem.... . 17. 
92 oct. reg.....14. 


Charlesto! c. 
13.75W-14.4 
12W-12.4 


Chicago, If, 

99 oct. prem..... as a 

98 oct. prem. 13.75 

97 oct. prem... ..13.25 

92 oct. prem... ..11.6254-11.8754 
91 oct. reg. | 

89 oct. reg. 


Detrolt, Mich. 
98 oct. prem..... 
92 oct. reg. 2 


ate 


dacksonville, Fla. 
Prem. grade 15.9-16.9 
Reg. grade..... ~ 13.4~-13.9 


Miami, Fla. 
Prem. grade. ....15.9 
Reg. grade..... ~ 13,4-13.9 


Minneapolis-St. Paul, Minn. 
99 oct. prem... ..15.18 
91 oct. reg 43 


Mobile, Ala. 
Prem, grade... ..16.6 
13.6 


Pensacola, Fla. 
Prem. grade... .. 15.7 
R ‘ade 13.7 


Philadetphia, Pa. 

14.5-16.2 
Port Everglades, Fla. 
Prem, grade..,..14,8-16.9 
Reg. grads...,...12.8-13.9 
Sevannah, Ga. 


Prem. grade 13.75W-16.9 
Reg. grade 12Y-13.9 


Okla. (Okla. Shpt.) 
99 oct. prem... ..13.75-15.5 
91 oct. feg.......11.75-12.5 


Okla. Group 3 (Northorn $' 
“ beater 


99 oct. prem..... 
91 vet. reg. 11W-12A 


182 


-13 
“15A-12.125 


i 
i 


‘West Texas 

+e 14.5-15.5 
ooo 14.5-15.25 
oeveeel2.75-13.25 


py oe 
& . -11.875-12.5 


gases 
RRRRE 
#3 


sasesp 
REARS. 
i 


Kerosine, 
No. 2 fuel 
Diesel oil, 


oct. prem.....15 
oct, reg.......13 


+ pe a 
oct. reg.......13.25 





Truck (400 or more) 
98 oct. prem... ..21.3-22.3 
88 oct. reg.......17.8-17.9 


Sar Francisco 

Tank Truck (400 

98 oct. prem... ..21.8-22.8 
88 oct. reg... .18.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. . 
No. 2 tuel 


25-8. 
8.125-8.75 
«+ -82.10A-2.254 

$2.45 
1. .10.7 

3.7 

Diesel 
10 

$2.41V-2.49 


No. 1. .10,25-10.5 
25 


Chicago, Hl. 
a oll, 
No. 2 fuel 


Mass. 
No. 1. . 10. 1--10.6 
9.1-9.6 


No. !..9.5-11.35 
caine 8.75-10.35 


, shore 
plants......... 9.25-10.75 


Al 
$3.43-3.91 No. 6 fuel 


St. «$2.13-2.30 
2A 


2.32 
$4,(62-4,746 


bunkers. ......$2.22 





i 


FF. 
it 


Kansas (for Kan. destinations only) 
42-44 w.w. 
kerosine....... 9.875V-10.125V 


No. 6 fuel. ......$1.70-1.80 
Ark. (For shpt. to Ark. & La. 
gunn ’ 


k 5 
No. 2 fuel 1-11.25 
36-40 gravity fuel.10.5 


Pittsburgh 
35Y~-11.95 
~11.45 
0. 11.35Y~-12 
No. 2 fuel 10.35Y-11.5 


36-40 gravity fuel.11.25 


Central Michigan 
Range oil, kero- 


ete 
fate. ..13,1-13.6 
UE. sey 10.25-12,5V 
vu. GI oll... 11 


No. S full. ....9.1-9.2 
No. 6 fuel. ...... 8.35-8.45 


Californla—Les Angeles List. 
Rack: 

Stove 

1. B. . eee 8.25-12 


0 a we eae oo $2, 1S-2 95 


Tonk Car: 
40-43 w.w. 

kerosine... .. .. 15.8 
Stove dist. 
A A 8,25-15.3 
Diese! 


PS 200... 7,75-13,8 


Refinery and Terminal Prices 





Tonk Truck (408 gs. 9: mors 
ae” 


baie Lubricating Oils 


Western Penna, 
41 a seit ..15.8 Aad Neutrais— Mo. 3 Col. Vis. at 


200 vis. (188 at 100°) 428 to 425 flesh 


Bright stocks 
ee acs apelin 
p-t.. 


er 


Tank Truck (408 gal. er mere) 
40-43 Mid-Continent 

hasesine. «na 19.8 FOB Tulsa basis, for domestic shipment 
Stove dist. only, r stock, vis. at 210° sewtrais, 
PS 100... 16.3 vis. at 100° 0-10 p.p. 


Diesel 
PS 200... a an 4,8 


Pacific Coast 
Ships’ bunkers, or deep tank lots 


San —_ Calif, 
Diesel—PS 200...$5.09 
Bunker C—PS 


8. cc cnsntanteee 
San Fr: 
Diere!— 


a? 


v7 
Bi 
18. 
19 
19. 
19. 
2 


Solvent Refined Oils from Mid-Con- 
tinent grade crude: FOB ship at Guif for 
export. 

Bright Stock, vis. at 210 

158-160 

0-10 p.t. 95 v.L.. .25-264 


Oile—Vis. at 100; 86 v.i. 0-10 p.t. 
21-22.5 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 


Natural Gasoline 


Prices are to bienders on freight basis 
shown; shipments into tank cars or ee. 
Snes my originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 


45¢ 


FOB Breckearidge, T: 
gre te 7 


LP-Gas 


4V¥-5 
ina 6 re W-4.875V 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Kerosine tank wagon prices also do not 


clude taxes; kerosine taxes where levied 
indicated in footnotes. Discounts, if any, 
shown in footnotes. These prices in effect 

15, 1960, as posted by principal marketing 
panies at their headquarters’ offices, but 


to later correction. 
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*Com cons. tc. prices 0 15¢ highe 
Taxes: NYC prices are ex 3% city sales tax, 78 a safes tax, ‘ 
Kerosine Mobiihest—NY & Mt tw. fess 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


Discounts: Mobil 
of 800 gai or more. 
Netes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown Le. prices are defivered, all other tc. prices FOB bulk terminals. 


Esso 
Standard 


Atlantic 
Refining 


- — 
Reguiar 
Dr. Cons. 
TW. 


meal sb eee ie 
BE: SSS 2 


saben * 
*-. 
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; Rannannsasresa: 
a2ne-: wan 


: Rees 
ee 
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at nt st ee 
TSRAAMAAAEH STARA DOa! 


Knoxville, Tean.... 
Memphis. . 


Stee eeereeereres ow 


cevcsccceocnoscnsecovaseces 18.96 


**Fair-trade minimum service station price. .....ascsceusasenaseserececcoeser 19.9% 


jashville 
+Stato and federal taxes only. *Prices apply for kerosine only. 
y ie 











ek ah tt at ta ek ket eh dk tt 


ec ececesssewecereses MM 


No. 5 Peete. 8 Newark, N. J 
Phi cues i a. a on adedlgg ip bebedle asain esipeesn ies wer 
Washington, D. C. 1,050 gal minimum..........00ceceeres 4 


Notes: Promium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1 
al at one ton ob Bs Taxes: do not include 1¢ state tax. 


for L.w. deliveries under 100 Camden—Add 1¢ for deliveries of 1 Louisiana kerosine prices 
gel, 2¢ lot under 100 gal, Notes: Kerosine/No. 1—Atiantic City and Newark prices are for deliveries 
or aan: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade tw. 
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price 5¢ fer less than 40 gai, 
gal; to arrive at price per U.S. 


400-gal-and-over 
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Gasoline Kerosine 
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Taxes 
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PETROLEUM CALCULATOR 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank mn and retail prices for regular: ponies Norge or merger ah ran 
ta 55 representative U. 3. cites on Apr’, 4 as compiled by National Petroleum 
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HOT WATER 


INSTANTLY with 


ASCOT Now is the time for 
“nn || oil marketing equipment and 


© Cuts operating costs 


o | sot lage TBA advertisers who missed 
Bethe the 1960 NPN FACTBOOK 
issue to take steps 


Ow IN . NTED — (make notes, write memos, telephone, 
Tne ASCOT gives a constant flow & pion ee ai a advise agency, do something) 


- hot water instantly — as you 7 
it, no wasteful tank storage. 7 FOMER G ; 

Saves floor space, can be wall @ PSs 2h . 

am Lg type beige we reins boee a a Ht | Pp 

orcements or special platforms. © 

You Save $75 to $100 on every job. ; to see that it 


You save seein - — every day in 
effici low 





WASCOT | i doesn't happen again 


222 W. Pittsburgh Ave., Milwaukee 4, Wis. 
SOUTHERN STATES: Southern Heater Co., 944 Baronne St., New Orleans a 
PACIFIC COAST: Equipen Sales, Inc., 1238 N.W. Glisen St., Portland paceriuee 


a ReSiatbon Company with offices in conden, Sydney, Montreal and Milwaukee 
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Gasoline Markets 
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CYLINDER 


STOCKS 


-McGee Oil Industries, 


Kerr-McGee Building 





CE 6-1313 


Oklahoma City, Okla. 














Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 





Write today for Advertising Space Rates 
NATIONAL PETROLEUM NEWS 


This Is Your Market Place 


3300 West 42nd St., New York 36, N. Y. 

















New Jersey 
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Coming Meetings 





MAY 


Tennessee Oi] Men’s Assn., spring conven- 
tion, Claridge Hotel, Memphis, May 1-3. 


Oil industry TBA Group, central section, 


ew Hilton Hotel, Cincinnati, May 


Of! Men’s Assn. of New Eng- 
. kand, annual convention, Statler-Hilton Hotel, 
Boston, May. 5. 


Louisiana Oil Marketers Assn., annual con- 


7 Roosevelt Hotel, New Orleans, May 


Georgia Off Jobbers Assn., North Carolina 
Oil Jobbers Assn., and South Carolina Oil 
Jobbers Assn., annual meeting and cruise 
aboard M. S. Italia from Charleston, S. C. 
to Bermuda, May 7-13. 


National Tank Truck Carriers, 12th annual 
convention and trade show, Mark Hopkins 
Hotel, San Francisco, May 9-11. 


Pennsyivania Petroleum semi-annual 


“Th - prings, 


Eighth Highway Transportation Congress, 
— Mayflower, Washington, D. C., May 


>Connecticut Petroleum Assn., annual con- 


vention and trade show, Statler-Hilton Hotel, 
Hartford, May 11. 


>-O Industry TBA Group, Eastern Section, 
aanual meeting, Sky Top Club, Sky Top, 
Pa., May 12-13. 


National Oil Jobbers Council, semi-annual 


meeting, Statler Hotel, Washington D. C., 
May 15-18. 


API, Marketing Division, lubrication com- 
mittee meeting, Bedford Springs Hotel, Bed- 
ford Springs, Pa., May 16-17. 


API, Marketing Division, mid-year meeting, 
Statler Hilton Hotel, Cleveland, May 18-20. 


North Carolina Oil Jobbers Assn. spring 
meeting, The Carolina Hotel, Pinehurst, 
May 19-22. 


Off Industry TBA Group, Canadian sec- 
tion, Royal York Hotel, Toronto, May 19. 


Gasoline Pomp Manufacturers Assn., an- 
nual meeting, The Greenbrier Hotel, White 
Sulphur Springs, W. Va., May 25-27. 


»Arkansas LP-Gas Assn., Mississipp] LP- 
Gas Assn. and Tennessee LP-Gas Assn., an- 
nual meeting and trade show, Peabody 
Hotel, Memphis, May 29-31 


JUNE 


Asm. of American Battery M: 


anufacturers, 
The Ambassador Hotel, Los Angeles, June 
1-3. 


Oil Heat Institute of New England and 
New England Fuel Dealers’ Assn., annual 


meeting, Wentworth by-the-sea, Newcastle, 
N. H., June 5-9, 


Society of Automotive Engineers, annual 


summer meeting, Edgewater Beach Hotel, 
Chicago, June 5-10. 
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Interstate Oll Compact Commission, 
ler-Hilton Hotel, Detroit, June 13-15, 


Maine Oil & Heating Equipment Dealers 
Assn., annual meeting and trade show, 
Samoset Hotel, Rockland, June 14-15. 


Western Petroleum Refiners Assn., mid- 
continent regional technical-industrial rela- 


tions meeting, Hotel Lassen, Wichita, Kansas, 
June 15-16. 


Petroleum Packaging Committee, Packaging 


Institute, Atlantic City, June 20-21. 


Wisconsin Petroleum Assn., summer golf 
tournament, Lake Delton, June 21. 


Oil Trades Assn. of New York, golf party, 
Siwanoy Country Club, June 28. 


Illinois Petroleum Marketers Ass., 9th 
annual summer frolic and golf tournament, 
Mt. Hawley Country Club, Peoria, June 29. 


AUGUST 


National Congress of Petroleum Retailers, 
14th annual meeting, Shamrock-Hilton 
Hotel, Houston, Aug. 14-19. 


Intermountain Of! Jobbers Assn., annual 
meeting, Canyon Village Hotel, Yellowstone 
Park, Wyo., Aug. 26-27. 


New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, Albu- 
querque, Sept. 11 (preceding NMPIC). 


New Mexico Petroleum Industries Com- 
mittee, annual meeting, Western Skies Hotel, 
Albuquerque, Sept. 11-13. 

’ 


Missouri Petroleam Assn., Columbia Coun- 
try Club, Columbia, Sept. 12. 


API Marketing Division, lubrication com- 
mittee meeting, Hotel Traymore, Atlantic 
City, Sept. 14. 


Florida Petroleam Marketers Assn., semi- 
annual meeting, Barcelona Hotel, Miami 
Beach, Sept. 14-16. 


Western Petroleum Refiners Assn., Rocky 
Mountain regional technical-industrial rela- 
tions meeting, Henning Hotel, 
oming, Sept. 14-15. 


Ohio Petroleum Marketers Assn., fall con- 
ference and golf tournament, Netherland 
Hilton Hotel, Cincinnati, Sept. 20-21. 


Oil Trades Assn. of New York, annual 
summer golf outing, Westchester Country 
Club, Rye, N. Y., Sept. 22. 


Pennsylvania Petroleum Assn., 
Manor Inn, Pocono Manor, Sept. 25-27. 


and trade show, Buena Vista Hotel, Biloxi, 
Sept. 25-27. 


Independent Oil Compounders Assn., an- 
nual meeting, Hotel Moraine on the Lake, 
Highland Park, Ill, Sept. 25-27. 


National Petroleam Assn., annual meeting, 
Hotel Traymore, Atlantic City, Sept. 14-16. 


Virginia Of! Men’s Assn., Hotel Roanoke, 
Roanoke, Sept. 28. 


OCTOBER 


American Society of Lubrication Engl- 
neers, 7th lubrication conference, Hotel Mor- 
rison, Chicago, Oct. 3-5. 
American Petroleum Credit Asm. annual 
meeting, Park Sheraton Hotel, New York 
City, Oct. 9-12. 


Colorado Petroleum Marketers Asm., Sth 
annual convention, Broadmoor Hotel, Colo- 
rado Springs, Oct. 9-11. 


North Carolina Oil Jobbers Assn., Grove 
Park Inn, Asheville, Oct. 9-12. 


agers, annual meeting, Roosevelt Hotel, New 
York City, Oct. 10-12. 


»API Marketing Division, marketing ‘re- 
farch commits Baker Hotel Dal, Ot 
10-1 


b> Indiana Independent Petroleum Asst., fall 
convention, Oct. 11-12 (place unavailable at 
publication). 


South Dakota Independent Oil Jobbers 
Assn., annual convention, Marvin = 
Hotel, Huron, Oct. 12-13, 


West Virginia Petrolesm Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 13. 


First Listing 





Wisconsin Petroleum Assn., University 
of Wisconsin, May 3-5. 


Empire State Petroleam Assn., Cornell 
University, Ithaca, N. Y., July (exact 
date unavailable. at publication). 


California Petroleum Marketers 
Assn., University of Washington, Se- 
attle, Aug. 8-11. 


P Illinois Petroleum Marketers Assn., 
Robert Allerton Park, Monticello, Sept. 
11-14. ’ 





MANAGEMENT INSTITUTES 


National Tank Truck Carriers, Pur- 
er Lafayette, Ind., Sept. 
il- 

South Carolina Oil Jobbers Be ne 
University of South Carolina, Colum- 

bia, Sept. (exact date unavailable at 
sane 32 


Sue University, University Park, "On 
15-1 

Alabama Petroleum Jobbers Asm. 

Nov. 16-17 (place unavailable at pub- 
lication). 
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Problem: Who's Who in Texas? 


So many commission wholesalers have become 
jobbers, and so many jobbers have sold out, 
you can hardly tell who you're talking to 


IT WAS TOUGH to tell who was 
who, even with a program, at the 
Texas Oil Jobbers Assn. (TOJA) an- 
nual meeting in Austin. Reason: A 
number of commission wholesalers 
(who, as Petroleum Marketers Assn. 
of Texas, make up part of TOJA) 
have become jobbers and some job- 
bers have sold out. 

Among them, at the meeting, were 
H. L. Allen (former agent, now 
Conoco jobber), Rigdon Edwards 
(former agent now Mobil jobber), 
Ted Groebl (Sheil jobber who sold 
his properties to Conoco) and Hugh 
Dryer (Cosden jobber who sold his 
business to another individual). 

One who didn’t attend the meeting 
was Reagan Parker Jr., a past PMA 
president. Parker gave us his Gulf 
agency in Lufkin during 1959. He 
reportedly is now doing public-rela- 
tions work for a trucking firm in Luf- 
kin, and has a very small jobbing 
business. 

Other 
meeting: 

e Clyde Austin, a Gulf commis- 
sion wholesaler in South Texas, took a 
tough ribbing from George Markins 
of Gulf about Austin’s “sidelines,” 
such as tourist courts. Then, when 
Markins complained about retail 


notes from the TOJA 


Holman: Work ends at 5 


STANDARD Oil Co. (N. J.) will lose 
an important and colorful personality 
this month when Eugene Holman re- 
tires at age 65. 


prices reaching a low of 6.9¢ in some 
areas, Austin dug back by cracking, 
“You are still making more than | 
am at that level.” 


e Clarence Boone, president of 
PMA two years ago, couldn’t make 
the meeting. His doctor has restricted 
his activities. 

e Wayne Pettit received a watch 
from PMA members in appreciation 
of his service as president the past 
year. 

e E. K. Bennett, president of Na- 
tional Oil Jobber’s Council, and 
TOJA’s first president 12 years ago, 
was chided about attaining a “Yankee 
accent,” instead of that “good old 
East Texas drawl,” since rising to the 
NOJC post. 

e During a discussion on check- 
ing out service-station dealers, Mar- 
shall Traylor, Phillips distributor in 
East Texas, wanted to know if other 
jobbers included sugar-cane syrup as 
part of a station’s inventory at check- 
out time. It seems some of his East 
Texas boys stock syrup, among other 
things. 

e Johnnie Newell, Gulf jobber in 
far West Texas, suggested that all mar- 
keters start putting gasoline prices ex 
taxes on their driveway signs. This, 
he said, would show motorists more 


From a stable boy who watched 
horseless carriages pass by to $250,- 
000-a-year chairman of the board, 
Holman’s interest in the petroleum in- 
dustry never wavered. While working 
his way through the University of 
Texas, he switched from civil engi- 
neering to geology after taking a 
course in petroleum geology. Armed 
with a master’s degree, he joined 
Texaco Inc. and headed for Cuba. 

World War I and the army came 
next, but after the war he couldn't 
get a job with an oil company. After a 
stint with the U. S. Coast and 
Geodetic Survey, he got back into 
oil with Humble Oil Co. At 28, he 
was in charge of the Shreveport, La., 
office. 

Five years later he was president 
of an oil company, Creole Petroleum 
Co., in Venezuela, But it sounds bet- 
ter than it was. Jersey Standard had 
just bought Creole, and the company 
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specifically what they pay in taxes. 

e A top-level marketing meeting 
among Gulf Oil's people in Houston 
drew Madison Farnsworth away from 
the TOJA meeting early. Farnsworth, 
formerly Southwest division manager, 
is a marketing consultant now in 
Gulf’s reorganized operations. 

e Willis Reed, Shell jobber in 
Beaumont, complained of having one 
sunny weekend from December 
through mid-March. On the one good 
weekend, his stations had to turn 
away service work. Many others com- 
plained of bad weather cutting into 
their businesses. 

e T. A. Harrell Sr. of Kingsville 
was re-elected second vice president 
of TOJA, but missed the meeting be- 
cause of the death of his wife. 

e L. C. “Sonny” Bailey, vice 
president of United Pump and Sup- 
ply, Dallas, came to the TOJA meet- 
ing all primed with this top sales 
pitch. Within 24 hours, he was on his 
way back to Dallas with a solid case 
of the mumps. In his wake he left 
some nervous jobber customers who 
hadn’t had them. 


e A. A. Adams, Texaco jobber 
in Dallas, passed up the TOJA meet- 
ing, but was represented by his son- 
in-law, C. K. (Chuck) Warrick. 


e A move that would have ex- 
cluded past presidents from participat- 
ing in association policy affairs was 
beaten down. Ted Groebl spoke out 
against a motion that he said would 
“put out to pasture such men as 
Leslie Neal, E. K. Bennett, O. N. 
“Bob” Pederson, Gene Mitchell, and 
others.” 


was sinking fast. Down in Venezuela 
Holman not only had exploration and 
drilling problems, but explosive poli- 
tical and social ones as well. Four 
years later, Spanish-speaking Holman 
had native technicians, hospitals, and 
model villages. 

In 1939, as World War II loomed, 
he was transferred back to Jersey 
Standard’s board where his primary 
job was research and conservation. 
In 1942, he was made a vice presi 
dent, a year later was a member of 
the executive committee, and a year 
after that was named president at age 
49. He succeeded to chairman of the 
board in 1954. 

A believer in leaving the office at 
5 o'clock without a briefcase, Hol- 
man still finds time to participate in 
numerous civic and charitable com- 
mittees. When he can, he also takes 
off on fishing trips or big-game hunt- 
ing expeditions. 
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ROYAL TANK TRUCK HOSE 

















THE PERFECT LINK 


BETWEEN TANK TRUCK AND SERVICE STATION 


” 


U. S.‘Royal Tank Truck Hose is the only hose your tank 
trucks need carry. It’s a two-hose in one, for both suction 
and discharge—saves the driver the time-wasting nui- 
sance of hooking one hose up for suction, and another 
hose for discharge. This Tank Truck Hose is lightweight, 
flexible, and still is highly kink-resistant. The Neoprene 
cover is compounded so as to be' resistant to oil, weather 


and abrasion. Despite the toughness, its flexibility lets 


Mechanical Goods Division 


U> 


it conform to every movement of the operator. 

This hose is one of the complete line of “U.S.” oil 
marketing hose—each hose in the line is a time-and- 
work saver with superior features for specific jobs. 

* é& & 
Get U. S. Royal Tank Truck Hose or any of the “U.S.” 
oil marketing hose from your Oil Equipment Jobber 
or write address below. 


fy 0 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 


in Canada: Dominion Rubber Company, Ltd. 
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Elliott: One of a jobber clan 


EVERETT ELLIOTT, new chairman 
of Oil-Heat Institute’s distribution divi- 
sion, doesn’t eat glass or turn cart- 
wheels as does his predecessor, Tim 
Loizeaux. But that doesn’t mean he 
can’t claim an oddity or two of 
another sort. 

Elliott, 52, has been a gravedigger, 
has worked for a casket company 
making concrete burial vaults, and 
took his bride, Miriam Dyer, on a 
honeymoon to Scranton, Pa., 27 years 
ago so he could see what the inside 
of a coal mine looked like. 

Now associated with his father 
Charles in Charles L. Elliott Co., 
heating-oil and coal jobbers in Dan- 
vers, Mass., Everett started in the fuel 
business early. At 11 he was de- 
livering bag coal to local stores in 
his father’s horse and wagon. 

After finishing at Northeastern 
University, he started to work full 
time for his father in 1929. In 1939 
he became a limited partner. In 1949, 
after the business was incorporated, 
he became treasurer. In 1952, the 
title of general manager was added. 
Pop, 77, is still president, but is semi- 
retired, living in Florida in the win- 
ter and in Danvers Mass., in the 
summer. 

Elliott guided his father’s company 
into fuel oil in 1934. The business 
now has 2,000 accounts and sells and 
services equipment. 

Everett’s three brothers and one 
of the brother’s three sons are all in 
the oil business in the same general 
area. Most of them are listed in the 
same telephone directory. 

Brothers Donald and Harold run 
Elliott Bros. in Georgetown, about 11 
miles from Danvers. Brother Earl is 
boss at Earl L. Elliott Co. in Ipswich, 
14 miles from Danvers. Donald’s first 
two sons, Clifton and Clayton, make 
up C. & C. Elliott Co. in Topsfield, 
between Danvers and Georgetown. 
Donald’s third son, Leon, who was 
graduated from college in June, 


bought Bancroft Co. in Reading, 15 
miles north of Boston, and operates 
it as Leon D. Elliott Inc. Everett’s 
son John drives a coal truck for his 
father. 

Together Elliott oil companies serve 
about 6,000 accounts. 

Everett used to play violin, but has 
hung it up in favor of photography. 
He played in a concert orchestra at 
college. “But I never touch the violin 
now, and I doubt if I could play,” 
he says. His favorite was “Last Rose 
of Summer,” which his granamother 
liked. 

During the fall, Elliott takes movies 
of each local high-school football 
game, turning them over to the coach 
for slow-motion playback. 

Nearly a life-long resident of Dan- 
vers, Everett is a member of the Board 
of Health, active in the Masons, and 
has been treasurer of the local 
Methodist Church for 30 years. 

As an oil man, he has been presi- 
dent of OHI of New England, just 
completed two terms as Eastern vice 
chairman of OHI’s distribution divis- 
ion, is a member of the North Shore 
Better Home Heat Council, and was 
one of the organizers and initial vice 
chairman of Boston’s Better Home 
Heat Council. 

His favorite vacation spot is Cutler, 
Me., where he and his wife bought a 
small summer home 11 years ago. 


NEWS NOTES 





Fred Heaney of Skaggs-Walsh Inc., 
heating-oil jobbership in Long Island 
City, N. Y., was re-elected to his second 
term as president of Oil-Heat Institute 
of America, at the annual convention 
in New York City. 

New vice presidents include Al Loucks, 
Salem, Ore., representing the distribution 
division, and Larry Sibley of Electronics 
Corp. of America, Boston, Mass. 

Re-elected as vice presidents were Tim 
Loizeaux, for the distribution division; 
and Stanley Czarnecki, Eddington, Pa., 
and Gabe Marin, Jamaica, N. Y., for 
the manufacturing division. 

Lavern Schaetzel, Wisconsin Petro- 
leum Assn., was elected vice chairman 
for the Midwest, and Loucks was elected 
vice chairman for the Far West. 

Regional chairmen of the division are: 
Bill Briggs Sr., New England; Ray 
Nathan, Middle Atlantic; Corbin White, 
South Atlantic; Ed Marquard, Great 
Lakes; Myless Hall, North Central; 
Harry Daugherty, South Central; Joseph 
Maffi, Mountain Stations; and Loren 
Pierce, West Coast. 

All distribution-division officers be- 
come members of OHI board of di- 
rections, along with William Kenny, 
Levittown, Pa., and Maurice Goldstein, 
Wilmington, Del., who were named di- 
rectors-at-large for the division. 
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J. W. Meehan 
has_ resigned as 
president of Derby 
Refining Co. to 
take over the 
presidency of 
Vickers Refining 
Co., a newly 
created, separate 
division of Vic- 
kers Petroleum 
Co. which incor- 
porates the manu- 
facturing, trans- 
portation, and marketing departments of 
the parent company. Meehan was with 
Pure Oil Co. for 25 years until 1957 
when he joined Derby as vice president 
of transportation and crude oil purchas- 
ing. He was named president last year. 

James W. Vickers, executive vice 
president and director of Vickers Pe- 
troleum Co., will continue to remain in 
charge of marketing. 

At Derby, the new president is H. D. 
“Ike” Moore who also becomes a direc- 
tor of the parent Colorado Oil and 
Gas Corp. Moore held a variety of mar- 
keting and refining department posts at 
Sinclair Oil Corp., New York, and was 
most recently vice president and execu- 
tive assistant to the president. Before 
joining Sinclair, he was with Wood River 
Oil and Refining Co. at Wichita, Kan. 

* 


Western State Refining Co. has been 
reorganized following its aquisition by 
Frontier Refining Co. 

M. H. (Bud) Robineau, president of 
Frontier, moves in as chairman of West- 
ern, while Sid Eliason, former chair- 
man, becomes president of Western, and 
a director of Frontier. Stan Wagstaff, 
formerly president of Western, moves to 
executive vice president. 

E. E. Evans, a vice president of West- 
ern, goes to Frontier as vice president 
of systems and coordination. 

Other changes, these within the Fron- 
tier group, are: Donald E. Arnell, for- 
merly assistant executive vice president, 
to vice president of administration; 
Chester W. Guthrie, formerly assistant 
to the vice president of sales, to as- 
istant vice president and general sales 
manager, and R. D. Carlson, formerly 
manager of the engineering department, 
to assistant vice president and manager 
of real estate operations. 

e 


William J. Pettyjohn heads Lion Oil 
Co.’s expansion and jobber-development 
program in the Missouri-Illinois area as 
district manager of the newly created 
St. Louis, Mo., sales district. William 
J. Barkley, named construction manager, 
will direct Lion’s eight-state station- 
building program from company head- 
quarters in El Dorado. 

The Ohio Petroleum Marketers Assn. 
re-elected all officers and directors. Sam 
Bohlen, Snyder Oil, Orrville, heads the 
group with Elmo D. Hidy, Arrow Pe- 
troleum Co. and Hidy Oil Co., Cincin- 
nati, as vice president. 





Meehan 
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D. F. Clugston 

will head Vickers 

Petroleum  Co.’s 

move into the Ne- 

braska-lowa mar- 

keting territory as 

sales manager of 

the new sales divi- 

sion headquar- 

tering in Omaha. 

He joined Vickers 

this winter after 

four years as 

— Omaha division 

sales manager for Champlin Oil and Re- 

fining Co. Assisting Clugston will be two 

new sales representatives, Richard S. 
Westin and Edward W. Bevans. 


J. W. Phegley is with Signal Oil Co. 
as general sales manager, retail. Former- 
ly retail division manager at Sacramento 
for Standard Oil Co. of California, 
Western Operations, he was also named 
a vice president and board member of 
Signal, Standard’s subsidiary. I. C. (Doc) 
Howard, formerly on the vice president's 
staff in the home office, succeeds Phegley 
at Sacramento. W. W. McGeorge suc- 
ceeds Howard as supervisor-price sched- 
ules, retail sales. 

% 


Robert J. Walerius was named general 
credit manager of Pure Oil Co. in charge 
of all credit operations. Formerly retail 
credit manager, he succeeds William H. 
Montgomery, who died in January. 

6 


Harry G. Hobbs has moved from 
Houston, where he was Mobil Oil Co.’s 
district sales manager, to Little Rock, 
where he is district sales manager re- 
sponsible for all retail sales in the state 
of Arkansas. He succeeds Goode Stewart 
who has retired. Robert C. Husel moves 
from Kansas City, Mo., where he was 
district sales manager, to Houston to take 
over Hobbs’ former responsibility for re- 
tail sales in Houston and 35 surrounding 
counties. 

a 


The Hancock marketing division of 
Signal Oil and Gas Co. has a new man- 
ager. E. Sanford Bills replaces Joe W. 
Perry who has joined Pauley Petroleum 
Inc. as director of research in marketing 
after two-and-half years as head of 
Hancock marketing. 

Bills has been southern division man- 
ager since 1956, headquartered in Long 
Beach. With Hancock since 1946, he 
was a partner in the Davidson Tire Co. 
before that. 

Fred ©. Graham, northern division 
manager at Oakland since 1944, will suc- 
ceed Bills. He’s been with the company 
for 28 years. 

J 

J. B. Waddell was named district sales 
manager at Colorado Springs for the 
Carter Div. of Humble Oil and Refining 
Co. At Seattle, H. B. Egger was named 
district sales supervisor; and at Denver, 
Bert W. Huls becomes district sales 
manager. 
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H. M. LeConey SJr., Esso Standard 
Oil Co. district manager, has moved 
from Roanoke, Va., to Chicago to be- 
come general sales manager and direc- 
tor of Oklahoma Oil Co. and Pate Oil 
Co., both Standard Oil Co. (N. J.) 
subsidiaries scheduled to be merged into 
Humble Oil & Refining Co. (Del.) about 
the end of June. 

S. M. Pearman, formerly assistant dis- 
trict manager, moves up to succeed Le- 
Coney while Walton L. Huff succeeds 
Pearman. 

os 


James T. Outz and Wesley B. Cooper 
will head Humble Oil and Refining Co.'s 
move into Ohio (NPN—April p109). 
Outz, named Ohio division manager, has 
been at Esso Standard headquarters in 
New York City since last September as 
special assistant to the general manager 
of marketing. Before that he was as- 
sistant manager of Esso’s New York 
state sales division for almost three 
years. That post goes to Guy V. Mal- 
lonee who has been manager of service- 
station development at Esso _head- 
quarters. 

Cooper, named sales and operations 
manager, holds the second-ranking post 
in the new division. He’s been man- 
ager of Esso’s Washington, D. C., dis- 
trict since 1955. 

+ 


The Iowa Independent Oil Jobbers 
Assn. re-elected all its officers, namely: 
John L,. Petersen, Hawkeye Oil Co., 
Cedar Rapids, president; Claude W. 
Sheldon, Red Line Oil Co., Thurs- 
man, vice president; and James J. Joyce, 
Super Oil Co., Keokuk, treasurer. New 
directors are: I. H. Carnes, Carnes Oil 
Co., Clinton; V. W. Smith, Smith Oil 
Co., Arkeny; Harold Hunter, Hunter Oil 
Co., Minburn; Charles Bender, Bender 
Bros. Oil Co., Keswick; and Ray 
Peters, Home Oil Co., Westside. 

* 


H. L. Curtis, vice president in charge 
of public relations for Shell Oil Co., has 
retired and gone to Sarasota, Fla. to 
live. He joined Shell in 1923 and held 
various marketing posts until 1938, when 
he become head of the sales promotion- 
advertising department. In 1943, he was 
made assistant to the president, and 12 
years later vice president. 

G. Gordon Biggar, manager of the 
public relations department since 1952, 
moves up to succeed him. H. Frank 
Brown succeeds Biggar. 


Robert W. Kerr was named regional 
operations manager, New York market- 
ing region, for Atlantic Refining Co. 
He succeeds E. H. Snyder, earlier ap- 
pointed Syracuse district manager. 

Richard E. Hunt was appointed man- 
ager for the service-station division in 
the marketing operations department in 
Philadelphia, and William L. Kline was 
appointed manager of the marketing 
budget division, succeeding retired Frank 
MacDermott. 

D. E. Craig becomes manager of the 
real estate group, Southern marketing 
region, replacing Emil L. Stevens now in 
the headquarters real estate department. 


Wilburn T. Askew, former president 
of Sun Oil Co. Ltd., was elected vice 
president in charge of refineries of the 
parent Sun Oil Co. He was also elected 
a director to fill out the unexpired term 
of Frank R. Markley. Askew’s place at 
the Canadian company was taken by 
D. W. Ferguson (March p185). 


Robert R. Gar- 
rison was named 
to the new post of 
director of refinery 
sales at Lion Oil 
Co. He'll be in 
charge of all bulk 
sales except those 
marketed through 
the branded-sales 
section and the in- 
dependent - station 
sales section. Gar- 
rison was with Sun- 

Suntide Refining Co. as assistant sales 
tide Refining Co. as assistant sales 
manager before joining Lion. 


John W. South- 
worth, 56, Detroit 
division manager 
for Shell Oil Co., 
died April 6 of a 
coronary occlusion. 
He was stricken the 
evening while at- 
tending a Shell 
dealers’ meeting. 

Southworth was 
with Shell 37 years, 
and had been De- 
panties troit manager for 
the past 17 years. 

Active in civic affairs, Southworth was 
on the executive board of the United 
Foundation, a fund raiser for the Red 
Cross and the American Cancer Society, 
president of the Detroit Streets and Traf- 
fic Commission, a director of the Better 
Business Bureau and the Detroit Athletic 
Club, and a member of several other 
organizations, including the Shrine, Press 
Club, and Detroit Adcraft Club. 

Surviving are his wife, Hazel, and 
brother, Joseph. 


NATIONAL PETROLEUM NEWS * May, 1960 








“Each month, many 
of us in this room 
receive, by United 
States mail, a thick 
814 by Il magazine 
whose cover is em- 
blazoned with the 
slanted letters NPN, 
and the words The 
Magazine of Oil 
Marketing. 

“And that's just 
what it is—a magazine 
which has become the 
leader in the oil 
marketing publication 
field—our bible. Why? 
Because it covers all 
topics of interest to 
the petroleum whole- 
saler and retailer. 
And not the least of 
these is the service 
station, its operation 
and its profit poten- 
tial.” 


Harry J. Cool, 


Peocid, 





SEARCHLIGHT SECTION 


EMPLOYMENT 
BUSINESS 


DISPLAYED 


individual Spaces with border rules for prominent 
display of advertisements. 


The advertising rate is $17.75 per inch for all 
advertising appearing on other than a contract 
basis, Contract rate quoted on request. 

Employment Opportunities—$27.00 per inch, sub- 
ject to Agency Commission. 

An advertising inch is measured %” vertically on 
one column, 3 columns—30 inches—to a page. 





“OPPORTUNITIES 


ame RATES —— 


EQUIPMENT 
USED OR RESALE 


UNDISPLAYED 


$1.80 per line, minimum 3 lines. To figure advance 
payment count 5 average words as a line. 

Positions Wanted take one-half of above rate. 

Box Num ori 


San Francisco offices count ‘ 
a yy of 10% if full payment is made in advance 
for 4 consecutive insertions. 
Send NEW ADS or Inquiries to Classified 
Advertising Division NATIONAL PETRO- 
LEUM NEWS, P.O. Box 12, New York 36. 








REPRESENTATIVE 


With Petroleum Background 


For McDonald in New York, New England 
and part of Pennsylvania, to headquarter 
in New York Metropolitan Area. 

. background in the petroleum industry 

+ qualified oil marketing engineer 

. Some experience in sales 


Salary plus commission and expense ar- 
rangement 


Write Sales Manager 


McDONALD MFG., CO. 


12th and Pine Streets Dubuque, lowe 





ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest P ew 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


POSITION VACANT 








Major oil Pecan: 4 wants experienced Industrial 
Lubricant Sales Engineer to develop Texas and 
Louisiana Gulf Coast business. Address resume 
experience and accomplishments to P-4083, Na- 
tional Petroleum News. 





BUSINESS OPPORTUNITIES 





Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bidg., Minne- 
apolis 3, Minnesota. 


Major Oil Company Jobbership five fee proper- 
ties, 28 dealer accounts, 450 consumer accounts 

fuel and gasoline volume in excess of 3,000,- 
000 gallons _ statement. Excellent earnings. 
Price $350,000. Location Upstate New York 
BO-3985, National Petroleum News. 








For Sale in indieno—Major Brand sens mee 
| near 2,000,000 annual gallons—very profitab’ 
business reason for selling—retirement. BO-3929, 
National Petroleum News. 





For Sale—Major Brand Jobbership in Central 
Texas, annual volume 2,250,000 + Owned out- 
lets, extra locations, excellent earnings, 
perfect climate, 125,000 pop. $100,000 Cash & 
terms. BO-3899, National Petroleum News. 


For Sale—Modern Gasoline Bulk Plant with 
Service Station front, four 20,000 gallon tanks, 
steel loading rack, war an ice. Less 
than two years old. Located on U.S. Highway 
with railroad facilities available. Located in east 
central Virginia. Write BO-4142, National Petro- 
leum News. 














PROFESSIONAL SERVICES 














af 
Empire State 
Petroleum Association, 
Saranac Inn, 
September 22, 1959. 

















PROPANE GAS PLANTS 
ANHYDROUS AMMONIA PLANTS 
Designed and installed 
PEACOCK CORPORATION 

Bex 268, Westfield 


ie ie oe 





WE WANT TO BUY 
A FUEL 
OIL BUSINESS 


REGARDLESS OF SIZE, 
IN METROPOLITAN PHILADELPHIA 


Write BO 4130 Nat. Pet. News 
Class. Ady. Div., P.O. Box 12, N.Y. 36, N.Y. 








“Major Of Company has enattette omonenaty 

large, aonee. franchised area South ssis- 

sippi di "Quit iF, .-* 

welt located modern service stations, bulk plant now 

averaging approximately aon ‘ sony with 

potential approximately tal needed 
~ $40,000, initially $60,000 "i expan- 
. Apply National Petroleum News. 


BO 4042 Nat’! Pet. News 
520 N. Michigan Ave., Chicago 11, Ill. 














WE FILE ANY U.S. CITIZEN'S APPLICA- 
TION for 640 er 2,560 acre five year oil 
and gas lease on land owned by U.S. Govern- 
ment in Utah, Colorado, Wyoming, Arizona, 
New Mexico, Montana, Alaska. Free informa- 


oe John L. Donahue 
430 16th Street, Denver 2, Colorade 








Wanted: 
IDEAS AND PATENTS, 
ON SPECIALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 








TANK WAGONS FOR SALE 


Autecer, 2000 Gallon Tank, Smith Ticket 
Printer Elec, Reel, Good Operating Condition, 


1947 International, 1000 GALLON TANK, htt | 


Tieket Printer, ELEC. 
EQUIP. oe. on REBUILT WITHIN LAST TWO 
YEARS. $1295. 


| HAND OIL COMPANY 
South Erie Bivd., Hamilton, Ohio 








FOR SALE 


Surplus and Obsolete 
BURNER PARTS. List furnished upon request. 
Write: FS4049 Nati’ Pet. News Class. adv. 
Div., P. O. Box 12, N.Y. 36, N.Y. 








TANK WAGONS FOR SALE 
2—1947 Autocars—2000 | Gal. Cap. 
All good condition. 
$2,100.00 ea 
1- wat ford 200 Gal. Cap. 
ood condition. $1,400.00 


VULCAN OIL COMPANY 
5353 Spring Grove Ave., Cinti. 17, Ohio 





New Motor 
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American Petroleum Institute 
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Autocar Div. White Motor Co. 


Blackmer Pump Co. . Pree} 5 | 
Blackmer Pump Co. . Be ai 
Bowser, Itic. ...5.:.... SohkG <, Seee 
Brodie Co., Ralph N. ...... 2nd Cover, 10 
Brunner Div.-Dunhan-Bush, Inc. ..... 55 
Buckeye Iron & Brass Works 

Butler Mfg. Co. . 


Chevrolet Motor Div. GMC 
Cities Service Oil Co. 
Climax Molybdenum Co. 
Coca-Cola Co. ......... 
Columbian Steel Tank Co. . 
Compco Corp. . 
Continental Can Co. 
Continental Oil Co. ... 
Crown Cork & Seal Co. . 
Curtis Mfg. Co. . 


Degree Day Systems 
Dodge Div. Chrysler Corp. .... 


Inc., 
. 42, 126, 133 

DuPont de Nemours & Co., Inc., 
E. I. - 111, 112, 162 


OEE vignette nn heed Te 
Electric Auto Lite Co. . 136-137 
Empro Products Co. ... 

Equipment Sales Co. 

Ethyl Corp. . : 

Ever-Tite Coupling Co. 


Ford Motor Co. 
Fram Corp. . 
Fruehauf Trailer Co. 


Gates Rubber Co. . 

Gilsen Co. 

Globe Union, Inc. . 

Goodall Rubber Co. . ; a ck 
Gangs TOy IN, Mee ids aan 176 
Goodrich Industrial Products Co., B. F. 196 
Goodyear Tire & Rubber Co. ...... 
Gorman-Rupp Co. 

Guardian Light Co. 

Gulf Oil Corp. 


194 


Habheeeer Cay Be Oe2.5 55. ciel. 
HRB-Singer, Inc. ...... 


Ingersoll-Rand Co. 
Joy Co., Edward 


Kerr-McGee Oil Industries, Inc. 
Lincoln Engineering Co. 


Dies Sree SO. bee SS 124 
Marlow Pumps 

Distr ON ta, tee s.r ASS. 4 
Modern Welding Co. ............... 85 
Morrison Bros. ............. eerie: 


National Cash Register Co. ... 
National Petroleum News 

Neon Products, Inc. , 
Neptune Meter Co. ............ 
New England Petroleum Corp. . 


OPW Corporation .. 


Patent Chemicals, Inc. .......... 54, 
Philadelphia Valve Co. 

Pa Te ee 
Pure Oil Company 
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Professional Services .. 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Manager 


Employment Opportunities 
Business Opportunities 
Equipment 

Used or Surplus new 
For Sale i 


Wanted 





Regional Sales Representatives 


ATLANTA 3, 1301 Rhodes-Haverty Bldg., 
W. O. Crank, Jackson 3-6951 


BOSTON 16, 350 Park Square Bidg., 
Dawson A. Rutter, Hubbard 2-7160 


CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 


CLEVELAND 13, 1164 IIluminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 


DALLAS 1, 901 Vaughan Bldg., 1712 Com- 
merce Street 
James R. Pierce, Riverside 7-5117 


DENVER 2, Tower Bidg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


HOUSTON 25, 724 Prudential Bldg., 
Gene Holland, Jackson 6-1281 


LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


{PHILADELPHIA 3, Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22. Room 1111 Oliver Bidg., 
Walter G. Berger, Express 1-1314 


SAN FRANCISCO 4, 68 Post Street 
Scott Hubbard, Douglas 2-4600 
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bottom of the barrel 


e Get Rich Quick. In Norfolk, Va., a major supplier ad- 
vertises, “Lease one of our stations and earn $10,000 a 
year.” One station has had three dealers in the past year 
—prompting a wag to observe, “That station’s so good, a 
dealer can have it made in four months.” 


¢ World-View. A Tennessee jobber, commenting philo- 
sophically on the Age of Payola, concludes there are 
two kinds of people: the caught and the uncaught. 


* 


e Solution. A major sales exec thinks he has the answer 
to oversupply: give the product away and charge for the 
restrooms. 


e Consensus. “What would your neighbors think if I 
repossessed the car?” wrote a car dealer to a slow-paying 
customer. The reply came back promptly? “All the neigh- 
bors think it would be a lousy trick.” 


@ Definition. Phillips Petroleum’s Selling 66 says inflation 
is a state of affairs when you never had it so good or 
parted with it so fast. 


¥e we 
ms as 


“You sure you're reading that map right, Cal? ... Cal? ... 
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“He worked here last summer. It stands for ‘idiot’.”” 








e Texas Generosity. From Waxahachie, Tex., comes the 
story of a young priest who told inquiring friends that 
for his ordination he wanted a pair of oil stocks—small — 
vessels used for holy oils. He was surprised by the gift he 
got from a wealthy Waxahachie jobber: two shares of 
Texaco. 


e Sign Language. High winds, short-circuits and occa- 

sional waves of vandalism can turn oil-company brand 

signs into strange and sometimes sinister titles, simply by 

knocking out a single letter. Some become bird-watchers’ 

beacons: GUL, CROW. One suggests St. Patrick’s Day or 

a tire brand: KELLY. But at least three are evil, evil: 
HELL. LYING A. SIN LAIR. 





“I, for one, am quite fond 
of these new-type pumps.” 














A BEGoodrich| 


You don’t have to be a muscle man 
to lift this new, light hose 


B.F.Goodrich improvements in rubber brought extra savings 


ULK used to mean strength in hose. 

But that’s no longer true with this 
new B.F.Goodrich tank truck hose. It 
makes handling heavy, bulky hose 
unnecessary. Drivers make faster deliv- 
eries, more per day. 

The lightness and flexibility of this 
B.F.Goodrich tank truck hose is made 
possible by high tensile nylon cord 
used for reinforcement. It’s 20% light- 
er than other hose of the same size. 
This B.F.Goodrich hose can take sharp 
U-turns, or even an O-bend, without 


flattening cto cause shutoffs or slow 
deliveries. 

Special rubber compounds make the 
tube of the B.F.Goodrich hose com- 
pletely gasoline-proof, eliminate swell- 
ing or flaking. A wire spiral woven 
into the body of the hose acts as a 
static ground on the couplings. The 
hose can be dragged over concrete and 
gravel, or — gasoline, oil or 
grease without damaging the tough 
cover. 

This new lightweight construction 


makes 3” hose, shown above, easy to 
handle and 4” hose really practical for 
the first time. One man can load it, 
hook it up and reload it on the truck 
without help. By using a large size 
hose, even more deliveries can be made 
each day. 

The improvements in this B.F.Good- 
tich hose, known as Type 82-A, can 
help you get faster deliveries, reduced 
operating costs with your tank trucks. 
Your B.F.Goodrich distributor can give 
you more information. B.F. Goodrich 
Industrial Products Company, Department 
M-830, Akron 18, Ohio. 


BE Goodrich fank truck hose 
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HYD RAV | [ Unique and exclusive, it provides smooth 
nozzle action, equalizes pressure, controls 

expansion, assures full flow, gives finger- 

tip starting—and does all of these things 

automatically. Here is still another reason 


why Tokheim is “The Pump Up Front.” 


makes TOKHEIM the Tokheim Corporation, Fort Wayne, Indiana. 


preferred submerged system! 


HYDRAULIC 


Tokheim offers submerged pumps of 4, 2, % 
and 32 h.p., with capacities of 30 to 200 g.p.m. 
Also island dispensers in a variety of styles. 


SYMBOL OF EXCELLENCE 


\ 


OKHEIM 


GASOLINE PUMPS aie 


tam —= 





A. 0. Smith key-stop totalizers add up to faster truck 
deliveries at a major oil company’s Mississippi River terminal 


This Cape Girardeau terminal is the 
last word in automatic, around-the- 
clock loading operation. Just a turn of 
a key and A. O. Smith key-stop meters 
serve drivers at any time of day or night. 

Cape Girardeau’s superintendent is 
enthusiastic about the way these me- 
ters have eliminated congestion at the 
loading rack — drivers load up in a 
hurry with no need to wait their turn. 
He also likes the way A. O. Smith 
meters mind their own business — give 
an accurate record of every drop with 
fewer loading and office personnel. 
Drivers like them too! They find that 
their keys unlock new opportunities for 
saving time —more trips per day mean 
more profits. 


Key-stop metering systems can start 
your loading operation off to new effi- 
ciencies. For the full story, contact your 
representative or write direct. 


Through a -.@ better way 
ee OAT | ON 


Smith-E.2 Division 


Factory: 1602 Wagner Ave., Erie, Pa. Offices: Atlanta 5, Ga.; 
Chicago 3, tll.; Houston 2, Texas; Los Angeles 22, Calif., 
New York 17, N. Y.; Oakland, Cailf.; Tulsa, Okla. Canada: 
Toronto 12, Vancouver 1. 


A. 0. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 








